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“YOU CAN CUT COSTS in seven key 
areag of a business,” of pre-sellir 
soys’ Consultant Bruce Payne. says Consultar 
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“YOU CAN CUT COSTS by finding | 
cost per sales call,” 
says Consultant John Patton. 


“YOU CAN CUT COSTS by re-aligning 
distribution methods,” 
says Consultant Richard Coveney. 
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Four top consultants tell you— 


How to cut your costs SEE PAGE 39 
































Left to right: 817 Right-Arm Chair; 815 Armless Center Section; 818 Corner 
le; 816 Left-Arm Chair; 819 Club Table; 825-W Club Chair; 820 End Table. 





Make Your Reception Room 
Friendly, Attractive, Impressive . . . with 





Sectional W Seating Series 

You create an immediate air of ‘an choose from a brilliant array of 
prestige and distinction when your — wipe-clean upholstery materials in 
reception room is furnished with — striking patterns and colors. 
Royal’s wonderfully flexible 815 Sec- | 
tional Seating Group. All units... sectional pieces, ta- 

: teat : bles, arm chairs... are tastefully 

\\ \\ Modern square-tube Satin-Chrome matched for unified decorative 

\ frames contrast dramatically with motifs in rooms of any size, any 

rich walnut arm-rests ...and, you shape! P 


E 816 Sectional Seating wide end sec- 
, 23” wide center section, 73” wide overall. 





Royal Metal Manufacturing Co. 
One Park Ave., New York 16, N. Y. Dept. 4-F 


ROYAL... FOR VALUE, INDIVIDUALITY, PRESTIGE 





(For more information, see last page) 
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H. J. Haughton, Vice President and Controller, Jones & Laughlin Steel Corp, 


“Moore forms help us keep tab on costs” 


AUTOMATED SYSTEM GIVES JONES & LAUGHLIN ACCURATE BUDGETING FOR RIGID COST CONTROL 


A new costing system helps Jones & Laughlin Steel Corp. pin- 
point costs with greater accuracy. This calls for fast action 
in collecting costs at their source. Punched cards record all 
elements of cost — yield, labor charges, maintenance and 
repairs, services, supplies, etc. An IBM 650 computes the 
actual cost of every product at each production stage. 


This costing process is then repeated, but with budget 
data rather than actual. When both actual and budget costs 
are known, they are printed, together with the variances 
between the two, on a Commodity Cost Sheet, a Moore con- 
tinuous form. This is J & L’s control in print. 


The mountains of production and cost data are handled 
at electronic speeds, giving all different levels of J & L’s 


Build control with 


management timely and easily understood reports. Planning 
is speeded, with time for correction if needed. Big decisions 
tend to be more correct; little ones are routine. Valuable 
yardsticks measure results in all theaters of costs. 


The Moore man helped with the scientific 
design of the procedures and forms used in 
the Automated Data Processing (ADP) sys- 
tem. For other examples of system improve- 
ment, write on your letterhead to the nearest 
Moore office. 





Moore Bustness Forms, Inc., Niagara Falls, N. Y.; Denton, Texas; 
Emeryville, Calif. Over 300 offices and factories through- oe 
out U. S., Canada, Mexico, Caribbean, Central America. 





MOORE BUSINESS FORMS 
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Businessmen who cherish time as money choose 
ADVANCED Monro-Matic Calculators. The reasons 
are obvious. Across the board a Monro-Matic does 
more automatically ... automatically faster... auto- 
matically surer...than any other calculator on the 
market. Owners enjoy greater work output per man- 
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For the greatest savings... choose the world’s most 
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for CALCULATING 


ADDING « ACCOUNTING 
Offices for sales and service throughout the world DATA PROCESSING MACHINES 


Monroe Calculating Machine Company, Inc., Orange, New Jersey 


(For more information, see last page) 
MANAGEMENT METHODS 





MANAGHMENT 
METHODS 


JUNE 1958 e VOLUME 14 Ne. 3 


What firms are doing ‘about the recession 26 


In a survey of some 700 company presidents, AMA gets a reflection of actions 
business is taking to combat the slump. 


Sales builders—ideas you can use right now! ...............c ccc ewe cece eeccuveues 36 


The intensified battle for sales is creating new sales building methods. These 
ideas, new and old, will start you thinking of others. 


Four top consultants tell you how to cut your costs ........ 0... 0.0000 e cece eee 39 


In direct quotes from recorded interviews, these consultants tell you where 
and how to apply a positive approach to cost cutting. 


You can slash costs by 25% with value anabyels .. i. esc 6 kbs bs pb O as cen oa bd pee A 46 


Any company can use this promising new scientific method to turn costs into 
profits. Here a pioneer in value analysis tells you how. 


20 how-to tips for a successful press conference .................0 0c c eee ee eee 51 


If your company has something special to say, a press conference may be 
the way to say it. You don’t have to be an expert to run one. 


How to select the right land for a new building ................... 00sec ceeececeres 54 


Companies have wasted huge sums by picking the wrong piece of ground for 
a new plant, warehouse or office. Here are the things to look for. 


Let the seller beware—your product is unsafe! ................ 0.00 cece eee eee eens 57 


There’s no sure defense against damage claims. The degree of negligence 
that must be proved against you is often slight. 


How to avoid pitfails of Gelpmpting® «coo 6. . vi vice sc mee i ee ee eee 62 


Have you hindered imaginative decision-making by setting up too many 
rules, or by a record of subtle punishment when subordinates err? 


Multi-purpose rooms save space costs, boost efficiency ..............0.0 0000000 e eee 70 


Folding office furniture, in attractive design and modern materials, increases 
the use of space that is idle part of the time. 


PARTMENTS AND SHORT FEATURI 
See Bet Te os eka es ck eG keres 14 Books for management ...........-ee0ss00% 65 
Point and counterpoint: letters to the editor .. 16 Thought starters: administrative solutions .... 68 
Tax quiz: recent tax court cases ............. 23 Consensus: electronic briefs worth repeating .. 72 
What they said: a review of current surveys... 32 Reader service section ...............se.00- 
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LAMSON 


pioneers the conguest 
@] ty iy 1-9 ae) oe 4 OF 


Automatic Airtube Systems 


orbit inner space movement 
at 30 ft. per second ‘ 


To you the most important form of space travel covers 

the area enclosed by the walls and ceilings of your , 
plants and offices. Your drawings, samples, tools, small 
parts, punch cards and correspondence will swing 

into a 30 feet per second controlled orbit when carried 
by a Lamson Automatic Airtube System. Our 

carriers select the right destination—whether 10 or 
10,000 feet away—with automatic accuracy. And 
messengers will be released for more productive work. 


Whether your inner space is large or small, our 
complete line of Airtubes and modern, fully integrated 
package conveyor systems will bring you a material 
handling network that is out of this world! 


Every Lamson system is engineered, built and 
installed by Lamson. There is one responsibility back 
of the complete job. 


The Lamson field engineer in your area would be 
pleased to study your operation .. . to prove Lamson 
can contribute to the conquest of your inner space. 
Write us today. 


LAMSON CORPORATION 
602 Lamson Street, Syracuse 1, New York 


Manufacturers of Airtubes* (Pneumatic Tube Systems) © Selective Vertical Conveyors 
Food Service Systems 


*Trade Mark 
(For more information, see last page) 
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Now ... Office Ceilings with 
Distinctive Design Pius Quiet 


The ceiling pictured here is typical of the many custom- 
designed installations being made all over the country by 
Acousti-Celotex distributors. These ceilings of Acousti- 
Celotex products are the mark of a modern office . . . where 
noise has been arrested, employee morale improved, operat- 
ing efficiency increased. 

If you plan to modernize your offices, consult your 
Acousti-Celotex Distributor first. He has a wide range of 
products to show you, with an ever-increasing variety of 
specialized installation systems. You can count on him, a 
member of the famed Celotex family of acoustical specialists, 
for the finest in technical ability, installation skill, and 
dependable service. 

Shown: An interesting combination of Acousti-Celotex Acousti-Lux®* Trans- 
lucent Panels and Celotone® incombustible Fissured Mineral Fiber Tile...an 


attractive, effective sound and light conditioning ceiling of moderate cost. 


*U. S. PAT. NOS, 2,218,992 & 2,710,335 


Acousn-(etotex 


REGISTERED U. S. PAT. OFF, 


: ee VLA Chat oe 
TRADE MARK 
Products to Meet Every Sound Conditioning Problem... Every Building Code 
The Celotex Corporation, 120 S. La Salle St., Chicago 3, Illinois 
In Canada: Dominion Sound Equipments, Ltd., Montreal, Quebec 
MAIL NOW FOR MORE INFORMATION | —= —— —— me me me mee 
The Celotex Corporation, Dept. MM-68 


120 S. La Salle St., Chicago 3, Illinois 


Without cost or obligation, please send me your booklet, ‘Sound Condi- 
tioning for Office Workers,” and the name of my nearest Acousti-Celotex 
Distributor. 





Name___ 


Firm __ 





Address__ 
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1671 fact-finding offices get you 


Information 


Are you aware of the vital marketing data Western 


Union Survey Service can get for you fast, at attrac- 
tively low cost? 


For example: Do you want to know how familiar 
homemakers are with your product brand? Do you 
wish to have accurately researched and classified 
lists of special groups of people prepared? Would 
the facts about the number of two-car families help 
you make marketing decisions? 


Whatever your questions, put them to Western Union 
with the sample you want surveyed, where and when. 
Experienced interviewers in our nationwide network 
of offices will get the answers for your analysis . . . 
impartially, accurately, in one or many markets. 


Get full information without cost or obligation—fast! 


WIRE COLLECT: 


Western Union Special Services Division 
60 Hudson Street, New York, New York. 


SURVEY 
SERVICE 


Put trained personnel in 1671 Western Union offices to work for you! 





(For more information, see last page) 
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Furniture by Ohio Chair Company, Youngstown, Ohio 


COMFORT UP...UPKEEP DOWN WITH 
U.S. NAUGAHYDE® and U.S. KOYLON FOAM® 


FINEST IN VINYL UPHOLSTERY FINEST IN CUSHIONING 


Your employees can dine in true style and comfort and still save you money 
when your cafeteria chairs are upholstered with durable U.S. Naugahyde. 
Styled in a wide range of colors, Naugahyde is impervious to spillage accidents 
... Simply wipes clean with a damp cloth. And U.S. Naugahyde trimly tailored 
over U.S. Koylon Foam Cushioning provides unrivalled depth of comfort... 
years of no-upkeep service. Specify this best-seating combination on all your 
plant and office furniture. For further information write U.S. Rubber, Coated 


Fabrics Dept., Mishawaka, Ind. 


United States Rubber 


Coated Fabrics Dept., Mishawaka, Indiana 


(For more information, see last page) 
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Another leading company meets the big Profit Challenge of 1958 
with an Edison Voicewriter tailor-made dictating system. 


Nabisco tnereases efficiency: 


improves correspondence output and saves $30,000 
annually with Edison Voicewriter dictation! 


National Biscuit Company controller, 
C. S. Webster says: ‘“We set out to cut 
the cost of our General Office type- 
written communications load and, at 
the same time, find a more effective 
method of handling this necessary job. 
Centralized dictation recording with 
Edison Voicewriter has supplied the 
answer to both problems by cutting 
equipment cost 65%. . . by improving 
our output of correspondence 31%... 
by doubling our capacity for typewrit- 
ten correspondence of all kinds.” 


Edison... the organization that pio- 
neered dictating equipment and network 
dictation ... has over 70 years’ experi- 
ence in the office correspondence field. 
Why don’t you investigate the Edison 
systems know-how that currently saves 


Edison Voicewr iter e a product of Thomas A. Edison Industries 


Thomas A. Edison Industries, West Orange, N. J. 


Nabisco more than $30,000 a year? 


A Voicewriter tryout is easy! 
There’s no need to start off with a large 
system. With the Voicewriter VPC-1, 
doubling as a dictating instrument and 
secretarial transcriber, any executive 
can quickly clean up correspondence at 
his desk, at home, or on the road... 
have time for other important tasks. 
And with the Edison easy-pay plan it 
costs only $17.81 a month. 

Your secretary will like the Voice- 
writer, too! Your voice comes through 
accurately, without interruptions, on 
the Voicewriter Diamond Disc. Secre- 
taries can take care of routine typing 
faster, with less effort . . . and have 
more time for the interesting responsi- 
bilities of a “Girl Friday.” 





(For more information, see last page) 








Let us prove that 
you will profit with Voicewriter! 


Now’s the time to find out just what 
Edison Voicewriter . . . real dictating 
equipment... can do for you. See how 
much more it offers over the so-called 
economy makes! For a free demon- 
stration—or literature—write Dept. 
MM.-06 at the address below. 








In Canada: 32 Front Street W., Toronto, Ontario 


McGRAWE 





tDISON@ 
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your company is judged 
by the office you keep! 


Cole Steel offices have a personality that 
radiates friendliness plus efficiency. . .. 
Scientifically engineered construction, 
handsome styling . . . consideration for 
comfort ... are all combined in Cole 
Steel Office Equipment. Cole Steel fur- 
niture is America’s top selling brand... 
its low initial cost, minimum upkeep, 
and enduring beauty make it the great- 
est dollar value in steel office furniture. 








- COLE-STEEL- 


Cole Steel Equipment Co., Inc. « 415 Madison Ave., New York 17, N.Y. 
Canada: 329 Dufferin St., Toronto, Ont. 








Day-Brite Paralouver Troffers furnish 125 foot-candles in the general office area of the Pennsylvania Power and Light Company's Harris- 


burg Service Center. Day-Brite Incandescent Accents are used as night lights. LACEY, ATHERTON & DAVIS, Architects; HERRE BROTHERS, 
Electrical Contractors. 


the most productive office equipment you can buy! 


Typists type faster . . . file clerks file more accurately .. . all 
employees work better, more happily . . . when the light is right! 


Day-Brite lighting fixtures can pay bigger dividends in 


worker efficiency and morale than any other investment caitineces orev 


in office equipment. DAY-BRITE 


LIGHTING FIXTURES 
A big claim? We are prepared to prove it! Call your 


Day-Brite representative, listed in the Yellow Pages, 
for the facts and the fixtures. z-91 





Day-Brite Lighting, Inc., 6282 N. Broadway, St. Louis 15, Mo. 
Day-Brite Lighting, Inc., of Calif., 530 Martin Ave., Santa Clara, Calif. 


NATION’S LARGEST MANUFACTURER OF COMMERCIAL AND INDUSTRIAL LIGHTING EQUIPMENT 


(For more information, see last page) 
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Purchasing and Receiving Departments... 





Reproduce All Receiving Reports! 


One writing or typing of information does it for 
purchasing-receiving paperwork when you use 
modern Bruning Copyflex copying machines! 


Here’s how Copyflex eliminates up to 80% of 
the writing in preparation of receiving reports. 


1. Purchase order is typed on a multiple- 
part form. Translucent copy goes to 
Receiving Department. 

2. Receiving information is added directly 
on to the translucent copy of the purchase 
order. Extra columns allow recording of 
multiple receipts. 

3. Each time receiving data is entered, any 
number of Copyflex receiving report 
copies (white or color coded) can be made 


ommuemmmms Send for Your Free Copies! 





(BRUNING 
eles 





sew 


of the form, in seconds, for less than a 
penny each for materials. Latest receiving 
report shows all receipts to date against 
original purchase order. 


That’s it! No preparation of separate receiving 
report forms for either single or multiple 
receipts. No rewriting or retyping of basic pur- 
chasing information. No transcription errors. 
You speed flow of goods, insure maximum con- 
trol in purchasing-receiving-accounting cycle. 

Copyflex can be applied to almost any system- 
atized paperwork in your business. Machines 
are clean, quiet, and odorless. They are available 
with copying widths up to 54” and are priced as 
low as $555 for the table model shown above. Mail 
coupon for complete information on Copyflex. 






Charles Bruning Company, Inc., Dept. 62-F 
1800 Central Road, Mount Prospect, Ill. 


Offices in Principal U.S. Cities 
In Canada: 105 Church St., Toronto 1, Ont. 


Please send me booklets on Copyflex for: 
{_] Purchasing-Receiving [| Other Applications 


| aS eeeO eA _Title__ 
Company _ nites ~ 
Address eae 


City County State 








(For more information, see last page) 
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Muscles of 
MYLAR’ 


make 
Columbia’s 


New 


EXEC 
Mi-5S¢ 


the STTO NE CST Mylar, DuPont's super-strong, super-sheer polyester 


film, puts the muscles in Columbia's new Execu-Tape 


carbon ribbon M-50 style ribbon, the new carbon ribbon that 


actually defies breaking, tearing or ripping by 
d [ da any business machine. Execu-Tape M-50 calls an 
CVELr CVE ope emphatic halt to costly ribbon-fixing interruptions 
: . . . keeps your machines breezing along. Ribbon 


changes are reduced, too: Execu-Tape M-50 is the 
longest carbon ribbon of its diameter there is. 





TRACEMARK 






In addition, Execu-Tape M-50 creates typing that 
challenges detection from actual printing: its rugged 
sheerness encourages the keys to transfer all the 
carbon to the typed page. You'll witness a 
sharpness of write that unmistakably says 
“executive” correspondence. And masters—for 
offset, hectograph and most copying processes— 
are sharper, surer, more masterful! 


Switch to new Execu-Tape M-50—the strongest 
carbon ribbon ever developed—and forget about 
rips, tears and breaks! 


EXECU-TAPE M-50 *OuPont Reg. T.M. 
STYLE RIBBON BY 


COLUMBIA RIBBON AND CARBON MANUFACTURING CO., INC., GLEN COVE, NEW YORK 
COLUMBIA RIBBON AND CARBON PACIFIC, INC., DUARTE, CALIFORNIA 


(For more information, see last page) 
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Savings through the back door 


This is the time of the pinch, the profit squeeze. panies effect unexpected economies in transportation 
Call it what you will, keeping costs down, finding and at the same time speed up shipments. They can 
ways to make less money do more work is one of help you, too. Have someone in your organization 


management’s prime objectives today. Our transpor- check with Interstate System on your transportation 
tation specialists have been able to help many com- needs. We're in the Yellow Pages. 


52 TERMINALS IN 18 STATES 










COAST-TO-COAST SERVICE 


FAST, DEPENDABLE, SURE 








INTERSTATE 
ae 


d\ 


| SYSTEM 


oeaeneeee) 
mM 


More than a truck line — a transportation system. 


CNTERSTATE MOTOR FREIGHT SYSTEM, Grand Rapids, Michigan 


(For more information, see last page) 
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These booklets—promotional and otherwise— 
contain ideas of possible profit to you. For free 
copies, simply circle corresponding key num- 
bers on the Reader Service Card in back of 
issue, or write direct to source given. 


FOR FREE COPIES, USE READER SERVICE CARD OR WRITE DIRECT 


How to license products abroad 


Here are the facts on how to li- 
cense your product for profitable 
production and sales in foreign mar- 
kets. Titled “Foreign Licensing Ques- 
tions and Answers,” it provides a 
working knowledge of the many 
problems involved in licensing abroad. 
It also points out the pitfalls to avoid. 

Prepared by Pegasus International 
Corp., it explores such practical 
points as selecting the proper partner, 
the importance of securing patents, 
setting royalty fees and collecting 
these in dollars, and evaluating po- 
tential markets. 

Besides comprehensive coverage of 
virtually every phase of foreign li- 
censing, it also probes alternatives, 
such as overseas subsidiaries and 
joint ventures with firms abroad. 

For this authoritative guide, address 
Pegasus International Corp., One East 
53 St., New York 22, N. Y. 


Ww 
Jobs for industrial TV 


“How Many Jobs” is the name of 
an eight-page folder about closed-cir- 
cuit TV. Various applications, in- 
cluding those with unusual engineer- 
ing requirements, are pictured and 
described. 

The complete line of closed-circuit 
TV equipment made by General Pre- 
cision Laboratory is also illustrated. 

For a free folder, circle number 
618 on the Reader Service Card. 


WwW 
How to prevent theft 

“Protecting Your Business Against 
Dishonesty” is a management aid 
published by the Small Business Ad- 
ministration. 

It details the steps a company 
should take for protection against po- 
tential dishonesty of employees. It 


reviews all the areas and situations 
where thefts are likely to occur. 

The booklet also gives practical 
safeguards against burglary and hold- 
ups. 

For a free copy of Management Aid 
No. 90, address Small Business Ad- 
ministration, 70 Arch St., Hartford 14, 
Conn. 


WwW 
Hints for dictators 

“Writing Out Loud” is a helpful 
32-page handbook for dictators. Writ- 
ten with a light touch by Dictaphone 
Corp., it lists 10 commandments for 
good dictation. 

Chapters cover hints on organizing 
thoughts, expressing individuality, in- 
creasing word knowledge and com- 
munication of thoughts. 

This easy-to-read piece also gives 
suggestions on how the dictator can 
make a secretary's work easier and 
more productive. 

For a free copy, circle number 622 
on the Reader Service Card. 


Ww 
Work schedule calendar 


To help management forecast work 
overloads and vacation periods, a 
work schedule calendar is offered by 
Manpower, Inc. 

With this six-month calendar, it’s 
easy to chart periods when extra help 
is needed. 

For a free calendar, write Man- 
power, Inc., 820 N. Plankinton Ave., 
Milwaukee 3, Wisc. 


WwW 


Which copying machine? 

A factual guide to selecting office 
copying machines has been published 
by Copease Corp. 

Titled “The Truth about Office 
Copying Machines,” the eight-page 
booklet analyzes the reasons for the 


growing use of copying equipment. It 
points out the advantages and dis- 
advantages of the many models on 
the market. A copy test pattern sheet 
features facsimiles of a dozen differ- 
ent reproduction examples. 

Stress is placed on comparative 
cost, speed, ease of operation and 
limitations of the various copying 
processes for specific copying re- 
quirements. 

For a free copy, circle number 
620 on the Reader Service Card. 


W 
For storage needs 

In a new 64-page catalog, sugges- 
tions are given for proper storage of 
materials, loose and packed parts, 
books and record files, both active 
and inactive. Space saving instruc- 
tions are included for planning stock- 
rooms and mezzanine storage. 

Five illustrated sections describe 
storage shelving, shop equipment, 
Verti-File, library shelving, and stor- 
age cabinets, all available from De- 
Luxe Metal Furniture Co. 

For a copy of this catalog, circle 
pops ag 621 on the Reader Service 
Card. 


WwW 
Film on pole-type building 


Because of their low cost and quick 
construction, pole-type structures are 
now being built by many firms. They 
are used principally for warehousing 
although they are suitable also for 
production areas and offices. 

Where economy is of the essence, 
pole-type construction may be an 
answer to needed building space. To 
describe uses and construction of 
such buildings, Dow Chemical Co. 
has produced a graphic 17-minute, 
16mm color sound film called: “Twice 
for the Money.” 

For a free viewing, write Dow 
Chemical Co., Midland, Mich. 


NOTE: Other editorial items and most advertisements in this issue are key coded 
for your convenience. Use Reader Service Card to request additional details. 
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GENERAL NUCLEAR ENGINEERING CORPORATION 
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STON CORPORATION 


Metal ee Ine 












THE HOU 





Where work and play are combined—profitably! Join these major business 
firms who have located in this area. Qualified workers, excellent schools, 
recreational and cultural activities, fine transportation, well-balanced 
industrial and commercial growth, outstanding community spirit and pro- 
gressiveness . . . and ideal area in which to locate. Write on your letter- 
head today for informative literature. 















Note: Persons seeking positions with St. Petersburg industries, please write 
Florida State Employment Service, 1004 First Avenue North. 


ST. PETERSBURG CHAMBER OF COMMERCE 


Jack Bryan, Industrial Director Dept. MM St. Petersburg, Florida 
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GOT HIGH-PRICED HELP 5 
e LOOKING FOR RECORDS ¢ 


LOW-COST “CONVOY” § 
e STORAGE FILESe 





si é a 
All your semi-active or inactive records 
are instantly available. What a time and 
money-saver today! 

Rigidized permanent Drawer and Shell 
construction eliminates shelving and costly 
searching (the biggest item). 

All this at half the cost of steel because 
“CONVOYS” are heavy duty 
corrugated board processed to 
remarkable strength. 

Sizes: letter, legal, check, 
deposit slip, tab card 
10 others. 

There’s a dealer 
near you — or write 


CONVOY, Inc. 


STATION B, BOX 216-M 
CANTON 6, OHIO 


(For more information, see last page) 
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You Get Things Done With 
Boardmaster Visual Control 


errs: 
x B08 mest 





yy Gives Graphic Picture of Your Operations 
Spotlighted by Color 

yx Facts at a glance—Saves Time, Saves 
Money, Prevents Errors 

yx Simple to operate—Type or Write on 
Cards, Snap in Grooves 

3 Ideal for Production, Traffic, 'nventory, 
Scheduling, Sales, Etc. 

yx Made of Metal. Compact and Attractive. 
Over 250,000 in Use 


Complete price $49°° including cards 


FREE 


Write for Your Copy Today 


GRAPHIC SYSTEMS 
55 West 42nd Street *« New York 36, N. Y. 
(For more information, see last page) 





24-PAGE BOOKLET NO. M-300 
Without Obligation 

















th ‘path, alm Ofce, Copyeng. Mochines 


1. What copy limitations, if any, does each 
type of machine have? « 2. Is it important to 
copy everything? « 3. Which machine will 


produce my copies at lowest cost? « 4. Can 
anyone operate it? « 5. Which machine is 
the fastest for general office copying? 


The manual contains a test pattern which gives a true evaluation of all copying 
machines. Try the test pattern on your present copying machine. Then try it on 
Copease. See the difference: COPEASE COPIES EVERYTHING. Send for ‘‘THE 
TRUTH ABOUT OFFICE COPYING MACHINES” today: 


| Distributors in Principal 
| Cities. Regional Offices: 
| New York, 425 Park Ave. 
' PLaza 3-6692 





Chicago, 228N. LaSalle St. 





COPEASE CORPORATION 
425 Park Avenue, New York 22, N. Y. 


Gentlemen: Please send me a FREE copy of ‘THE TRUTH 
ABOUT COPYING MACHINES’’....( | would like to have a 
3-day FREE trial of Copease in our own office—without 
obligation....[ 


STate 1-1383 Ns win sir ohis bac eainwas's Ncisiviciianssss inte 
Les Angeles, 3671 W. Sixth ADDRESS COOH SEE HEHEHE EHH EH EEE HEHEHE HEHEHE HEHEHE | 
St., DUnkirk 5-2881 as baton candutinensent ee, REO ee 7 


(For more information, see last page) 














LETTERS TO THE EDITOR 


I c utive 


Sm: Our president and I have read 
with much interest the article “You 
don’t have to die in your prime.” This 
is one of the many interesting features 
that appeared in various issues of 
MANAGEMENT METHODs. 

Our business is one which is like 
many others, I am sure—all officers 
are women. We think it would be very 
interesting and educational if there 
were articles written for “she” execu- 
tives as well as “he” executives. 

This is just a suggestion and we 
would enjoy hearing from you as to 
your viewpoints on this question. 


MRS. ELEANOR B. FROMM 
SECRETARY 

BENJAMAN F. EMERY CO. 
PHILADELPHIA 


= MM posts no “For Men Only” 
signs on the value of its articles. It 
aims to interest and benefit any and 
all executives—be they tall or short, 
fat or slim, male or female. Among 
its management readers (and _ staff 
members) it numbers an assortment 
answering to all such arbitrary (and 
irrelevant) classifications. 


EDITOR 


Life begin il 


Sir: Your interview with Dr. Harry 
Johnson in the April issue of MM is 
superb. As a chronicler of lives that 
begin at 40, I’m constantly astonished 
how many lives needlessly end at 45 
or 50. 


ROBERT PETERSON 
“LIFE BEGINS AT FORTY” 
SYNDICATED COLUMNIST 
NEW YORK CITY 


‘ ; te 
Managements role in advertisin: 


Sir: The facts revealed in your sur- 
vey, “What is top management’s role 
in advertising?” reveal a rather star- 
tling and economically unhealthy pic- 
ture. 

Certainly management has every 
right to determine how its advertising 
dollars are spent. When, however, as 
your survey indicates, 43% of top 
management select advertising media 
(a job requiring training, experience 
and highly specialized judgment if it 
is to be done properly, and for which 
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advertising agencies pay media direc- 
tors up to $12,000 a year), when 78% 
of managements determine advertising 
budgets (using what standard be- 
sides “seat of the pants” guesswork?), 
when 48% select an advertising agency 
(using no organized or consistent 
gauge of comparative measurement), 
then the company executives involved 
are doing themselves and their firm 
a disservice! 

What would the same management 
people say if their advertising agency, 
knowing as little about martufacturing 
as top management knows about ad- 
vertising, were to make decisions 
affecting production techniques? 

As with manufacturing, advertising 
should be entrusted to trained, ex- 
perienced specialists. This means a 
qualified ad manager and advertising 
agency and an open mind on the part 
of management to what these two 
recommend. 

LAWRENCE PESKIN 
LAWRENCE PESKIN, INC., ADVERTISING 
NEW YORK 


$36 decimal point 

str: The number of inquiries we’ve had 

on our Office Layout Kit (MM April 

‘58) proves the pulling power of your 

splendid magazine. One correction 

though—the kit is priced at $40.00, not 
$4.00. 

ROBERT A. SPELMAN 

EXECUTIVE DIRECTOR 

WOOD OFFICE FURNITURE INSTITUTE 

WASHINGTON 5, D. C. 


How to hold a secretary 


Sir: The article “How to hire, handle, 
and hold a good secretary.” (MM, 
May 1958) certainly struck home in 
many ways! The authors have a sym- 
pathetic understanding of the “trials 
and tribulations” of some secretaries. 

In all fairness, though, while it is 
very true that sometimes employers or 
personnel managers represent “jobs” 
as “positions,” quite frequently it is the 
secretarial applicant herself, especially 
the very young one, with stars in her 
eyes, whose wishful thinking brings on 
an unfortunate misunderstanding. 

In this respect, business educators 
can be a very real help to secretaries 
and to employers. Coming out of any 
school with a diploma or certificate 
which says one has completed a secre- 
tarial course is no assurance that one 
is a secretary and will immediately be 
accorded all of the responsibilities of 
one. The National Secretaries Associa- 
tion demands a minimum of three 
years of actual secretarial experience 
(it goes as high as seven years, de- 
pending upon’ educational _ back- 
ground) as a qualification for taking 
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Prominent Users of Strathmore Letterhead Papers: No. 134 of a Series 





Esther Williams Pools are 
completely equipped with 
all filtration and 
protective devices for 
healthful, safe recreation. 








watermark 


of Quality! 





One name stands out in almost every field of business. 
The name of Esther Williams is as important in swimming pool 
circles as Strathmore is in fine stationery. The two are hand- 
somely paired in the distinctive letterhead of the International 
Swimming Pool Corporation, of which Miss Williams is President. 


The quality evident in Strathmore Letterhead Papers adds im- 
pressively to the corporate character of the companies whose 
names appear on them. A list of the company names, on letter- 
heads bearing the Strathmore watermark, would be a roster of 
prominent firms throughout the country. 


international Swimming Pool Corporation 
of White Plains, N. Y. is the exclusive manufacturer of Esther 
Williams Swimming Pools. Because of unique design features and 
new manufacturing techniques pioneered by International, it is 
now possible for the average family to enjoy what used to be a 
rich man’s luxury. 


STRATHMORE LETTERHEAD PAPERS: STRATHMORE PARCHMENT, STRATHMORE SCRIPT, 
THISTLEMARK BOND, ALEXANDRA BRILLIANT. BAY PATH BOND, STRATHMORE WRITING, 
STRATHMORE BOND, ENVELOPES TO MATCH CONVERTED BY OLD COLONY ENVELOPE CO. 


STRATHMORE THIN PAPERS: STRATHMORE PARCHMENT ONION SKIN, STRATHMORE BOND 
ONION SKIN, STRATHMORE BOND AIR MAIL, STRATHMORE BOND TRANSMASTER, REPLICA. 


aR Is 
TRATHMORE 


MAKERS OF FINE PAPERS 
STRATHMORE PAPER COMPANY, WEST SPRINGFIELD, MASSACHUSETTS 








BETTER PAPERS ARE MADE WITH COTTON FIBER 





(For more information, see last page) 
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FAST FILING... 


plus protection! 


a 
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SPACEFINDER FILES 
... give you the speed, convenience and econ- 


omy of shelf filing plus the dust, dirt, and fire 
protection of drawer files. 


See how girl can instantly read thousands of 
side tabs—with all folders readily accessible. 
Find out how Spacefinders pay for themselves 
once a year—by saving you time, space and 
money every day . . . send for 24-page Space- 
finder catalog today. Tab Products Co., 995 


Market Street, San Francisco 3. 


(For more information, see last page) 
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THE PENNSYLVANIA PLAN: 


100% financing for your new plant 


Complete financing for Lease-Purchase 
of a new plant is available in labor- 
surplus areas of Pennsylvania through 
combined efforts of lending institutions, 
non-profit community organizations and 
the Pennsylvania Industrial Develop- 
ment Authority. Interest as low as 2%, 
with deferred amortization, can be ap- 
plied on up to one-half of total plant cost. 


100% financing is also available in other 
areas of the State, provided by com- 
munity organizations, banks, insurance 
companies and other sources. You select 
the community you want. You specify 
plant construction details or choose one 


of several plant ‘shells’ now being 
readied for completion. 
100% Financing at a glance... 
Industrial Plant Construction Costs— 


Subscribed by local non-profit com- 
munity sponsored builder-owner cor- 


porations. 20% 
2nd Mortgage Loan, Pennsylvania 
Industrial Development Authority. 30% 


Ist Mortgage Loan obtained from 
banks, insurance companies and simi- 
lar lending institutions. 50% 
Total financing, secured through local 
subscriptions and mortgage loans, 
without cash investment by the manu- 
facturer. 100% 


For free copy of “Plant Location Services’ pamphlet 
or for details on 100% financing, write or call: 


Pennsylvania Department of Commerce 
Main Capitol Building 
é, 1161 State Street, Harrisburg, Pa. ‘J 











(For more information, see last page) 





the examination which leads to the 
title Certified Professional Secretary. 
A little “internship” goes along with 
this profession, just as it does with 
others. Unlike teachers, who “practice” 
while they are learning, as do nurses, 
those who wish to be secretaries have 
to adjust their thinking to earning 
their spurs by performance on their 
jobs. We find that an employer does 
not give full confidence and full re- 
sponsibility to the newcomer just be- 
cause the newcomer feels she should 
have it; but let that newcomer demon- 
strate she is worthy of it, and most 
employers are delighted to respond. 
There is another point on which per- 
haps a bit more stress could have been 
laid, and that is on employing the more 
mature secretary. Closing the door to 
the woman over 30 (or 35, in some 
cases) is management’s own invita- 
tion, frequently, to incompetency in a 
particular position. Some jobs are just 
not for the younger secretary, and it is 
unfair to expect her to be capable of 
handling them. Perhaps they require a 
degree of maturity of judgment that 
can only come with maturity of 
age (taking emotional maturity for 
granted, of course); or they might de- 
mand a broad knowledge which could 
only have been gained through a broad 
experience (many educators agree that 
there are vital types of knowledge that 
simply don’t come out of books). 
But certainly I do not want to give 
the impression of a negative reaction 
to the article. All of the points are well 
taken, assuming proper ~erformance 
on the part of the employee. May the 
message have fallen on fertile ground! 
CLARE H. JENNINGS, CPS 
PRESIDENT 
THE NATIONAL SECRETARIES ASSN. 
KANSAS CITY 


Peerless 


Sm: I want to congratulate you on 
the March issue, that surpassed even 
your book’s usual excellence. As an 
ex-newsman, I noted particularly the 
professionally thorough job of report- 
ing on the Gilbert story [“Why he 
turned to private finance”] and, be- 
lieve me, the feature has stirred a 
great deal of comment here. 


J. SPECK 
ELECTRODATA DIVISION 
BURROUGHS CORP. 
PASADENA, CALIF. 


Sir: As an ardent reader, I want to 
personally inform you of the high re- 
gard I have for your publication. It 
has had a very beneficial effect in 
distribution to our supervisory team. 
L. E. SHUCART 

NATIONAL PERSONNEL MANAGER 
ANGELICA UNIFORM CO. 

ST. LOUIS 
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With installation of one or more Friden 
Tape-Talk machines—each a “system” in 
itself —you can see the savings every hour! 

These machines process all kinds of office 
work, involving both numerals and words, 
automatically with punched paper tape. 
It’s a much simpler way of running an office 
than you have known. 

Friden promises this: In exact propor- 
tion to the degree of office automation you 
wish to achieve, Friden Tape-Talk machines 
will (1) Eliminate need for manual move- 


bed 








® 
, Automatic tape 
billing department in one desk 


Seloctadoato® automatic 


tape reader-selector-sorter 


iexourutir® automatic tape 


writing-accounting machine 


‘ ® 
uatowrriter Automatic 


justifying type-composing machine 


ments and operator decisions; (2) Increase 
work volume output without increasing 
payroll costs or overtime; (3) End primary 
and compounded errors normally occurring 
in data recopying. 

The challenge of Friden Tape-Talk is big 
as your imagination—its application possi- 
bilities exactly suited to your needs. Get the 
facts now! Call your nearby Friden Man or 
write Friden, Inc., San Leandro, California 
. . . sales, instruction, service throughout 
U.S. and the world. 
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Automatic code tape 





adding listing machine 


“Tekledota” 
Automatic tape - 
transmitter-receiver 


Friden fully automatic Caiculator— 
The Thinking Machine 


 Qutomsitic Onput= Output Machine 


Friden Natural Way 
Adding Machine 





Friden Mailroom Equipment of American Business 
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(For more information, see last page) 
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thanks to XEROGRAPHY 


“I don’t know how we ever 


got along without it” 


R. E. GINNA, Chairman of the Board 
Rochester Gas & Electric Corporation 









“We speed paperwork duplicating in every one of our 27 major 
departments —and always get copies precisely like the original” 


“Speed and low cost are xerography’s 
chief assets as far as we are concerned,” 
says Robert E. Ginna, chairman of the 
board, Rochester Gas and Electric Cor- 
poration. 

“Because of them, we’re doing things 
today we never could have considered 
before. On the basis of xerography’s 





e Xerography copies anything written, 
printed, typed, or drawn © Same, en- 
larged, or reduced size ¢ Copies onto 
all kinds of masters— 
paper, metal, spirit, trans- 
lucent—for duplicating ¢ 
Copies line and halftone 
subjects. 


present performance, we’re saving up- 
wards of $50,000 a year over the cost 
of former copying methods. 

“As for quality, it’s the highest.” 

The Rochester Gas & Electric Cor- 
poration uses XeroX® copying equip- 
ment to speed paperwork in every one 
of its 27 major departments. Typical 
applications are charts and engineer- 
ing drawings, internal forms of all 
kinds, reports, flyers, employee com- 
munications, correspondence, advertis- 
ing layouts, etc. 

RG&E prepares 50 to 125 offset 
paper masters daily by xerography at 
savings of $2.30 each over previous 


(For more information, see last page) 


methods. “I don’t know what we’d do 
without it,” says Mr. Ginna. 

Xerography can help you, too. Write 
for proof-of-performance folders show- 
ing how xerography is saving time and 
thousands of dollars for companies of 
all kinds and sizes. 


HAL OAD AE ROX INC. 
58-197X Haloid St., Rochester 3, N. Y. 


Branch offices in principal U.S. and Canadian cities 


HALOID 
XEROX 
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It’s the 
SECOND telephone 
that marks the /- 
efficient ES 
executive! Khe 


O™ is the regular rented (outside) 
telephone for calls to and from 
customers and suppliers. 

The other is P-A-X—a private dial telephone 
system for calls within your organization. 
It provides complete separation of “‘outside” 
and “inside” calls. 

P-A-X steps up operating efficiency and slashes 

costs because it: 

e gives you “inside” service 24 hours a day—without 
an operator 

e reduces the amount of rented equipment required, 
confining it to “outside” service needs 

e ends employees’ needless effort and wasted time in 
contacting each other—provides split-second exchange 
of information and instructions 


BUSINESS TELEPHONE 
SYSTEMS 


e leaves your present switchboard free to handle “‘out- ee ee ee 
side” calls swiftly and efficiently sane ee er | 
e provides better internal communication for all those | ( Send me information on P-A-X | 
who need it, limits outside service to those who should | C0 Have your representative call | 
have it. , Weel. eee Pe kesickdvvatcdinnenetne | 
Available in any size system from ten telephones to | hous. ere ee 
hundreds, P-A-X has proved itself a time and money Cee ee ee a 
saver for hundreds of leading firms. Find out how it can Type of Business ................------00-ee-seseeeeeseeeeseeeeeneeeens | 
step up efficiency and cut overhead in your business. Fe eeeremmemeer een fey wese Se Pnentah ey 3 

Just mail the coupon. Do it today. La sue coupes estes ses ects ces hes sl ee se sient se a ges saad 


AUTOMATIC ELECTRIC & 


(For more information, see last page) 
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BOEING processes 30% more accounts payable with 


Burroughs data-processing input equipment 


World-famous Boeing Airplane Com- 
pany, Wichita — builders of SAC’s 
giant Stratojets and Stratofortresses— 
processes $1,000,000 a day in accounts 
payable with invoices from some 3,500 
suppliers. 

Always seeking increased efficiency, 
Boeing installed five Burroughs Sensi- 
matic accounting machines in 1956 
as input to an electronic computer. 


Burroughs 


22 





Result: 30% more work processed 
than the old manual punch way. In 
addition to preventing errors before 
IDP begins, the change has also meant 
very substantial savings to the Com- 
pany by holding necessary personnel 
to a pre-determined minimum. 

For complete, up-to-the-minute man- 
agement control of your business facts 
and figures—for all general and spe- 


cialized accounting applications—Sen- 
simatic data processing equipment can 
introduce new speed, simplicity, ac- 
curacy and economy into any account- 
ing operation. A demonstration will 
conclusively show you why. 


A word to our local branch office is 
all you need to arrange it. Or write 
to Burroughs Corporation, Burroughs 
Division, Detroit 32, Michigan. 


Burroughs and Sensimatic—TM’s 


Burroughs Corporation 


“NEW DIMENSIONS / in electronics and data processing systems” 


(For more information, see last page) 
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RECENT COURT CASES 








By Benjamin Newman 


Tax Attorney, Koenig and Bachner, New York. 


THE QUESTION 


Is the full time management of one’s investments considered 
a trade or business for income tax purposes? 


Three brothers, part- 
ners in a metal products business, 
obtained by two assignments in 
1925 the mortgages on certain 
properties. During the depression, 
these men acquired titles to these 
properties in order to protect their 
mortgage investments. In 1940 the 
brothers formed X Realty Corp., 
each taking a third of the outstand- 
ing capital stock. At the outset the 
corporation was capitalized mainly 
by means of accounts receivable of 
another corporation and cash. La- 
ter, in 1942 and 1944, the brothers 
transferred title to the mortgaged 
properties to X Realty Corp. which 
sold the properties in 1947. After 
the sale of the properties, the corp- 
oration was dissolved. At the time 
of the dissolution, the corporation 
owed the brothers over $75,000 for 
loans they had made to it. However, 
there were no corporate assets with 
which to pay the debt. 

At all times, the brothers con- 
tinued to carry on their metal 
products business and to derive 
nearly all their income from that 
business. Nevertheless, they treated 
the losses occasioned by the 
non-payment of the loans as busi- 
ness bad debts on their tax re- 


fue Facts 


turns, and each 
third the loss from his individual 
income. The Commissioner of In- 
ternal Revenue took a different 
view. He claimed that the losses 
were capital losses, which would 
permit a much smaller deduction. 
Under the commissioner’s theory 
each brother’s tax was $5,000 more 
than under the brother's theory. 

tHe Rutinc—The U. S. District 
Court agreed with the commis- 
sioner, that the losses were capital 
losses, giving two grounds for its 
decision. First, the court noted 
that even full-time management of 
one’s investments is not consid- 
ered a business under tax law. 
Thus, a loss sustained in the course 
of those investments is not a busi- 
ness loss. Second, the court found 
that the brothers’ real business was 





deducted one- | 


their metal products business, since | 
that was the source of almost all of | 
their income. This being so, the | 


only losses deductible as business 
losses would be those sustained in 
the course of the metal prod- 


ucts business, concluded the court. | 


Therefore, the taxpayer must treat 
these losses as capital losses (Henry 
Brothers, etc. vs. USA, US District 
Court, decided Jan. 20, 1958.) 





THE QUESTION 


A company purchased 80% of its outstanding stock. May such 
purchase result in a tax upon the corporation for improperly 


accumulating surplus? 


Tue Facrs—A closely held corp- 
oration was wholly owned by three 
men: A held 20% of the stock, B 
held 20% and C the remaining 602%. 
In 1946, B and C decided to sell the 
company to outsiders. Stockholder 
A felt a moral obligation toward 
its faithful employees and hoped to 
perpetuate the company. In order 
to effectuate both B’s and C’s de- 


sire to sell and A’s desire to keep 
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the firm going, the three men 
agreed that the taxpayer company 
would buy up B’s and C’s stock. 

Earnings for 1946, which were 
over $200,000, were retained by the 
company and no dividends were 
declared or paid. 

Section 102 of the 1939 IRC 
(substantially retained in the 1954 
Code as sections 531 and 532) 
assesses a surtax on corporations 








let us 
show you how 
your company 








can profit in 
metropolitan 


MIAMI 








In today’s 
competitive 
economy, facts are 
more important than ever. 
The Dade County Devel- 
opment Department will 
gather specific facts for your 
company —complete data to 
show you clearly how your 
particular manufacturing or 
statewide, national/inter- 
national distribution opera- 
tion can profit by locating 
in this area. 


Our market analysts will 
study Metropolitan Miami’s 
potential for your particular 
company and these facts, as 
they apply to your opera- 
tion, will be supplied to you 
at no cost. 


We invite industrial exec- 
utives to visit us now. If 
you can’t visit us at this 
time, learn what Miami can 
do for your company by 
writing for this informa- 
tion. Important facts will 
be mailed to you promptly 
in strictest confidence. 





John N. Gibson, Director 
DADE COUNTY 
DEVELOPMENT DEPARTMENT 
Section: M-6 
Chamber of Commerce Building 
Miami, Florida 


. 
An agency of the Metropolitan 


Miami government 





(For more information, see last page) 
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Ask the nearby Addressograph- 
Multigraph field office to submit o 
no-obligation report on how your 
business can profit with paperwork 
automation, or write Addresso- 
graph-Multigraph Corporation, 
Cleveland 17, Ohio—Simplified 
Business Methods. 


© 1958 A-M Corporation * Trade-Mark 
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Addressograph-Multigraph cuts 
costs with advanced methods 
and machines for paperwork 
automation. 


To save money on repetitive writing, 
accounting and statistical information— 
repeating the same names, figures, codes, 
descriptions or other data over and over 
—learn what Addressograph automation 
can do for you. Today, Addressograph 
mechanization of both centralized and 
decentralized repetitive writing opera- 
tions offers added opportunities to cut costs 
in every department of a business. 


With Multilith Offset, variable informa- 
tion is written only once on a Multilith 
duplicating master on which a business 
form has been preprinted. Then, both the 
information and the form itself are simul- 
taneously reproduced in any desired 
quantity, using blank paper. Versatile 
Multilith Offset also economically dupli- 
cates office communications, business forms 
and promotional literature. 


Addressagraph-Multigraph 


(O) 


PRODUCTION MACHINES FOR BUSINESS RECORDS” 





SERVING SMALL BUSINESS—BIG BUSINESS.—EVERY BUSINESS 


(For more information, see last page) 
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that improperly accumulate sur- 
plus. The commissioner alleged 
that retention of all the company’s 
1946 earnings was without a valid 
business purpose and claimed that 
an additional tax was due. Did the 
company improperly accumulate 
surplus? 


Tue Rutinwc—The court, in_ its 
opinion, noted that while the pur- 
pose of section 102 is clear, its ap- 
plication to particular facts is-often 
difficult. There is no rule of thumb 
which can be employed to distin- 
guish between an accumulation for 
a valid business purpose and one 
that is not. 

In this case, the court’s decisiog 
was influenced by the fact that C 
saved over $100,000 in taxes be- 
cause of the accumulation. The 
court felt it was reasonable to infer 
that the taxpayer had accumulated 
the earnings for the sole purpose of 
redeeming B’s and C’s stock. In 
other words, instead of going out 
in the forms of ordinary income, 
as dividends, the earnings went out 
in the form of tax-saving capital 
gains, as payment for B’s and C’s 
stock. The accumulation did not 
benefit the company’s business; it 
served to lower B’s and C’s taxes. 
(Pelton Steel Casting Co. vs. Com- 
missioner of Internal Revenue, U.S. 
Court of Appeals, 7th Circuit de- 
cided Jan. 7, 1958.) 





Facts about taxes 
on accumulated earnings 


As the case cited above indicates, 
the tax on accumulated earnings for 
corporations can be a significant 
one. A new book sets up some 
guides to follow, The Tax on Accu- 
mulated Earnings, by Robert S. 
Holzman, Ph.D. (Ronald Press Co., 
New York, 1958. 136 pp. $10.) 

The nature of the tax is ex- 
amined, who is vulnerable, when 
and why. Analysis of actual cases 
by issues will enable management 
to plot its course between what is 
and is not acceptable. Decisions 
have been arranged by industrial 
classifications so that management 
may see the extent to which prob- 
lems peculiar to an industry have 
been accepted as extenuating cir- 
cumstances. The final chapter is a 
practical guide to what can be 
done to avoid the accumulated 
earnings tax. 
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Carling 


Hangs its Cap in 


GEORGIA 


..-For Profit and Pleasure! 


Carling Brewing Company has opened a $15,000,000 plant at Atlanta, 
Georgia,to supply the expanding southeastern market with nationally 
popular Carling’s Red Cap Ale and Black Label Beer. The new plant, 
headed by Lt. General A. R»Bolling, U. S. A. (ret.), vice president 
and general manager, employs approximately 100 people and has an 
annual capacity of 350,000 barrels. 

The Georgia site* was chosen, says Carling president, Ian R. 
Dowie, because of its central location and ready access by fast, low 
cost transportation to a market of over 21,000,000. 

Georgia invites you to join this growing industrial state and to 
share in the advantages of an area which offers, among its many 
desirable features, a plentiful labor supply, mild climate, abundant 
water, favorable tax laws, excellent living conditions and recreational 
facilities. A pleasant and profitable place to live and work! 

Wouldn’t Georgia be an ideal spot to hang your industrial hat? 
Call, wire, or mail the coupon below for details on Georgia’s profit 
opportunities. All inquiries strictly confidential. 


*Other Carling plant locations: Cleveland, Ohio; Belleville, tll.; Frankenmuth, Mich.; 
Natick, Mass. 


Georgia 
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This message sponsored by: 




















The State of Georgia, The Georgia Chamber of 
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° sith slain Send ps the eet Industrial Georgia, 
MAIL _ Secretary of Commerce especially concerning 
Georgia Department 
TODAY— * of Commerce N 
PROFIT ; 100 State Capitol — 
Dept. KCA-68 Position 
TOMORROW * Atlanta 3, Georgia Cc 
’ Telephone pee tad 
* JAckson 3-1706 Address 
© 
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Commerce and Carling Brewing Company. 


(For more information, see last page) 








AN I M1 survey REPORT OF COMPANY PRACTICE 


What firms are doing about the 
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EXPECTATIONS 








As of the present moment, our company in 1958 as compared with 1957 is 











expecting: 
Number of Per Cent of Number of Per Cent of 
Companies Companies Employees Employees Covered 
Total: 688 100 4,931,691 100 
SALES VOLUME 
Larger Sales Volume 242 35.2 1,660,654 Bout 
The Same Sales Volume 119 Li:3 736,219 14.9 
Less Sales Volume 324 47.1 yn AG IR bo 3 ie | 
No Answer 3 0.4 17,243 0.3 
PROFITS 
More Profits 185 26.9 1,064,584 21.6 
The Same Profits 107 15.6 1,029,048 20.9 
Less Profits 392 56.9 2,822,052 S72 
No Answer 4 0.6 16,007 0.3 
rPLARS 








As of the present moment, our company in 1958 as compared with 1957 is 


planning to spend: 














Number of Per Cent of Number of Per Cent of 
Companies Companies Employees Employees Covered 
Total: 688 100 4,931,691 100 
CAPITAL EXPANSION 
More 197 28.6 974,692 19.8 
The Same 177 25.7 1,375,070 27.9 
Less 304 44.2 2,535,494 51.4 
No Answer 10 r5 46,435 0.9 
ADVERTISING AND SALES PROMOTION 
More 282 41.0 2,232,897 45.3 
The Same Ze 39.5 1,792,050 36.3 
Less 129 18.8 846,019 37.2 
No Answer 5 0.7 60,725 | Be 2 
RESEARCH AND DEVELOPMENT 
More 340 49.4 2,578,026 523 
The Same 303 44.0 2,199,853 44.6 
Less 37 5.4 123,162 ao 
No Answer 8 1.2 30,650 0.6 
DIRECT SALES EFFORT 
More 443 64.4 2,973,221 60.4 
The Same 216 31.4 1,649,342 33.4 
Less 23 3.3 119,978 2.4 
No Answer 6 0.9 189,150 3.8 
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Here are recession actions 
firms are taking now, plus 
direct quotes by both the 


optimists and pessimists. 


A majority of the nearly 700 mem- 
ber company presidents recently 
surveyed by the American Manage- 
ment Association expect that their 
firms will at least maintain their 
sales volumes this year, although 
many are less hopeful about the 
profit outlook. And, the survey re- 
sults show, most of them are taking 
positive steps to meet the economic 
situation. 

Nearly all of them are planning 
to spend as much or more than last 
year on direct sales effort, research 
and development, and advertising 
and sales promotion. A majority are 
planning to spend as much or more 
on capital expansion. Many are 
going in for cost reduction, develop- 
ment of new products, product im- 
provement, or other measures to im- 
prove business, including just plain 
harder work. 


Survey Background 


A group of presidents of AMA 
member companies were surveyed 
about the economic outlook and 
their firms’ responses to it in prepa- 
ration for the Association’s Eco- 
nomic Mobilization Conference, 
held in New York May 19-20. The 
study was made by AMA’s Manage- 
ment Information Service and Sur- 
veys group. By the cut-off date for 
tabulation of the results, 688 com- 
pleted questionnaires had been re- 
turned. 

The organizations represented by 
these replies have a total work force 
of 4,931,691, which was 8.6 per 
cent of civilian nonfarm employment 
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recession 


in April. Since the participating com- 
panies are well distributed through- 
out the United States, the survey 
replies may be a fairly representa- 
tive sample of opinion among presi- 
dents of American corporations. 


Expectations 


As is shown in the table covering 
expectations, only about a fourth 
of the presidents surveyed expect 
1958 profits to exceed those of 1957 
and more than half expect them to 
be lower. Less than half, however, 
expect lower sales volume and more 
than a third are looking for an in- 
crease in sales. 

This evidence of a squeeze on 
profits is confirmed by such com- 
ments as this one from a president 
who expects the same sales volume 
with lower profits in 1958: “Govern- 
ment and big business policy and 
labor thinking have resulted in a 
squeeze play between increasing (or 
static) costs of raw materials, con- 
tinuing increased wages, and severe 
competition, which has kept our 
selling prices down. The result for 
medium-sized firms such as ours is 
prosperity without profit.” 

The profit picture varies, of 
course, among industries and among 
regions. A Southwestern president 
said his company had “not yet felt 
the effects of a recession.” The head 
of a fuel service organization classi- 
fied his business as “depression 
proof.” A president in the textile 
industry, on the other hand, com- 


mented, “A_ fair comparison of 
what our industry is up against” 


would be for a Sunday golfer “to 
play golf every day against Ben Ho- 
gan without a handicap.” 

One executive said that the “grati- 
fying” results of a “very searching 
cost reduction program” suggested 
that his company might be able to 
reverse his forecast of lower profits 
and end the year with higher profits 
“in spite of the lower sales volume.” 
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Electric System : 


Monongahela Power Company 
The: Potomac Edison Company 











‘LOW INTEREST 
WAITING 


...in a friendly community combining “room to grow” 
with quick access to key markets, plenty of water and 
other resources, and suppliers. 





Is the high cost of financing delaying your expansion pro- 
gram? It needn’t. 


Low-cost financing plans offered now by communities in the 
29,000 sq. mile, 5-state area served by West Penn Electric are 
the answer to your problem. They enable you to occupy one 
of the easily adaptable plants now available or move into a 
new plant made to order. In either case, you will be dollars 
ahead in operating costs. 


For details on available sites, plants and financing, phone our 
Area Development Department—HAnover 2-9188—or send 
in the coupon below. 


West Penn 


WEST PENN ELECTRIC SYSTEM, Room 1008 
50 Broad Street, New York 4, WN. Y. 


communities in your service area. 


Name and Title 


Without obligation, please send me infor- 
mation about available buildings and sites, 
and the assistance offered by you and the 


UP TO 100% 
FINANCING 
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West Penn Power Company Pirm 








Address. 








City Zone. State 





(For more information, see last page) 
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something about it! 


If you can pass the above eye tests, you don’t need 
Du Mont Industrial Television — but if you’re human, and 
normal, you'll find that Du Mont Industrial Television can 
give you sight where you can’t be. In industry, research 
and business, there’s no substitute for the second 








a, 
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...and do 


sight of Du Mont Industrial Television. 


Du Mont offers a complete line of proved, dependable 
equipment, sold and serviced by competent local 


contractors from coast-to-coast. 


Write for complete details... 


oU MONT 


Industrial Television Division, 


ALLEN B. DU MONT LABORATORIES, INC. 
Clifton, New Jersey, U.S.A. 


CHECK Pha trac 






SLO e re 


(For more information, see last page) 





| Another reported, “In January we 
| spent over $78,000 on a direct sales 
| campaign against the advice of al- 


most everyone. As a result, we have 
enjoyed the largest first three months 
in the history of our business.” 

Opinions also varied among those 
who ventured to predict when the 
economic outlook would brighten. 
Two said they expected an upturn 
next year; one, “soon.” Another, 
however, declared that “this busi- 
ness recession” was “gathering mo- 
mentum.” 


Plans 


Although 1958 expenditures at 
least equal to those of 1957 are 
planned by a majority of the presi- 
dents in the four categories of capital 
expansion, advertising and sales pro- 
motion, research and development, 
and direct sales effort, there is con- 
siderable difference between their 
plans for capital expansion and their 
plans in the other three categories. 
This can be seen in the table on 
plans. 

The expenditure plans of the 185 
presidents who expect higher profits 
in 1958 differ from those of the 392 
presidents who expect lower profits. 
(These data are not included in the 
tables.) About two fifths of the op- 
timists will spend more on capital 
expansion than in 1957; about one 
fifth, less. Only about one fifth of 
the pessimists will spend more on 
capital expansion; more than half 
will spend less. 

Much the same pattern holds for 
the other categories of expenditure. 
More than half of the optimists will 
spend more on advertising and sales 
promotion, compared to less than a 
third of the pessimists; more than 
a fourth of the pessimists will spend 
less on advertising and promotion, 
compared to less than a tenth of the 
optimists. In the category of re- 
search and development, more than 
half of the optimists and less than 
half of the pessimists will spend 
more; more than 6 per cent of the 
pessimists and a little more than 3 
per cent of the optimists will spend 
less. On direct sales effort, nearly 
three fourths of the optimists and 
nearly three fifths of the pessimists 
will spend more; nearly 5 per cent of 
the pessimists and less than 2 per 
cent of the optimists will spend less. 


Principal Measures 


A number of actions were listed 
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Now you can save 


up to 24° every time C 


you make copies 


When your secretary uses an office copier—a 
Kodak Verifax Copier or any other—you trim 
costs by eliminating retyping and proofreading. 
But how much you save will often depend on the 
location of the copier. 

If secretaries have to travel out of their de- 
partments to get copies—if they’re away only 
5 to 10 minutes each time—you’re paying from 
12¢ to 24¢ extra for your copies. (Have your 
own methods men check.) In other words, the 
nearer the copier, the more you save. 


Kodak’s Answer 


Realizing the need to cut “travel” costs and there- 
by cut copying costs, Eastman Kodak Company 
has designed a new Verifax Copier—the Bantam. 
And has priced it at $99.50 so that you can now 
make office copiers immediately available to 
everyone... like typewriters and telephones. 


You Quickly Save Cost of Each Bantam 


Putting these capable copiers in every depart- 
ment of your business will prove the soundest of 
investments. 

Your savings in “travel time” alone will no 
doubt cover each Bantam’s cost in a month or 
two. No one need take more than a few steps to 
get quick copies of orders, letters, reports—any 
of the myriad items handled daily in all depart- 
ments. Nothing will so speed communications 
and cut copying costs throughout your company! 
And the Bantam, despite its unheard of low price, 
is a true Verifax Copier— gives you all the advan- 
tages of Kodak’s unique Verifax copying method. 


Verifax Copying 


DOES MORE...COSTS LESS... MISSES NOTHING 










New Verifax Bantam Copier—only $99.50—makes 
5 dry, lasting copies in 1 minute for 2V2¢ each 


See the $99.50 Bantam Copier in Action 


Mail coupon . . . or have your local Verifax 
dealer stop by and show you how capable the 
new Bantam really is. You’ll find him listed in 
the ‘“‘Yellow Pages” under duplicating or photo- 
copying machines. 


(Price shown is manufacturer's suggested price 
and ts subject to change without notice.) 


oe eeeeeess MAIL COUPON TODAY -.--4 


EASTMAN KODAK COMPANY 

Business Photo Methods Division 

343 State Street, Rochester 4, N.Y. 
Gentlemen: Please send folder describing Verifax 


Bantam Copier and savings it makes possible. 
Also names of nearby dealers. 197-6 
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Name Position 





Company 





Street 





City 
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(For more information, see last page) 


JUNE 1958 


29 











30 











There are dozens of general magazines 
read by executives: 


Life, Post, Readers Digest, Look, Time, 
Newsweek 





There are others edited for 
their broad business interests: 


U. S. News, Business Week, 
Nations Business, Fortune 


And many more for specific news in specific 
fields: 


Retailing, Steel, Mill and Factory, 
Journal of Accountancy, Chemical Processing 





But only MANAGEMENT METHODS serves the 
business executive specifically in terms of 
his problems as a General Administrator. That’s 
why more and more producers of goods and services are 
finding it pays to advertise in MANAGEMENT METHODS: 
The Magazine of Administrative Management 
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by the 128 presidents who reported 
what measures they were taking to 
improve their companies’ economic 
outlook. Well in the lead was cost 
reduction, including layoffs, shorten- 
ing of the work week, and methods 
improvement. 

One company has reduced its 
work force by 10 per cent and has 
cut work hours, salaries, and wages 
124% per cent. One president re- 
ported a 45 per cent reduction in all 
expenses, including an 11 per cent 
cut in the office payroll. One presi- 
dent described his method of cost 
reduction as “Parkinson’s law in 
reverse,” having fewer people do 
more work, 

Some disagreed. One company is 


“attempting all reasonable means of 
cost reduction, but no wage or salary 
decreases.” One said, “Maintaining 
our work force plus well qualified 
additions to it.” One is even “adjust- 
ing wages and salaries upward” and 
planning to install an incentive plan. 

Also frequently mentioned were 
improved marketing or sales effort, 
better planning and/or organization, 
and accelerated research and de- 
velopment, particularly that aimed 
at new products. One large company 
is planning to introduce several new 
products and is completing an or- 
ganizational planning project that 
includes decentralizing and division- 
alizing operations. 

Another large company is spend- 
ing less this year than last year on 
advertising, sales promotion, and re- 
search and development. However, 
its president said, because of an in- 
tensive effort to improve efficiency 
“I am thoroughly convinced that 
the reduced budgets this year are 
going to be more effective than were 
the larger budgets last year.” 

The president of a large company 
that is putting heavy emphasis on 
cost reduction commented, “We 
have not reduced our research and 
development expenses because we 
realize that in this field we are 
mortgaging the future if we do not 
continue our efforts to develop new 
and better products.” 


Other Actions 


Other measures cited include 
improvement of product quality, 
mergers with other companies, im- 
provement of customer service, re- 
duction of inventory, strengthening 
of key personnel, and training, in- 
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Spread out is everything that’s organized inside his new Clutter-Proof Desk 


Clears desk top for freedom to work. 





drawer wastebasket and an 
in-drawer telephone. 
Today with the high cost of 


64 99 

clean desk man shows all 
gressseseessensssscsscssssssssssnssansossensensonssnsonseassocs sseseneaenesensensnssseenenensenenenes tors, letter files, card trays, 
: New desk a marvel of in-drawer organization. —: forms shelves and work tools 
. : organizers . .. even an In- 


SOOSSHOSHSHSSSS SES OEESEEO OSES SSOSE SESE SES ESO EEEEEH OO EEEE OOOO E SEE EEEEEEEEEESEEE EES ESE SESE ESE EEEES®E 


Yes, all those things spread on the floor actually office workers and office space cutting net profits, 
have a specific place inside the new Shaw-Walker these time-saving, space-saving Shaw-Walker 
Clutter-Proof Desk. Clutter-Proof desks are really a must. 

And everything is organized for quick finding. See them at one of our 17 branches or 470 dealers. 
Desk top working space, a catch all on other desks, There are 58 beautiful color combinations. Or write 
is actually doubled with this desk. for our new 252-page Office Guide. Shaw-Walker, 

There are in-drawer letter baskets, work separa- Muskegon 22, Michigan. 





“Built Like @ 
Skyscraper 


Largest Exciusive Makers of Office Equipment 
Muskegon 22, Mich. Representatives Everywhere 
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Save °7525 


on NEW A.B. DICK Duplicator and Supplies 








» spirit “uiplicating 


Regular price............... $210.00 supplies—with this 
Supplies (or cabinet)......... 40.25 : a offer only! : i 
Total value (mtrs. suggested list price) F25O.25 . a = 
Now Only. ...i...55.- $175.00 
You save.......... $75.25 


OFFER EXPIRES JULY 15, 1958 


This is a duplicator that produces copies in one 
or five colors in one operation! And you can 
use it for both spirit duplicating and the exclu- 
sive no-smear, no-stain, no-smudge Azograph® 
process. Buy it now at this new low price! 
AND THAT'S NOT ALL! With each purchase 
you get $40.25 worth of supplies! Or choose a 
sturdy supply cabinet of comparable value. 
A $250.25 value for just $175.00! 





Offer expires July 15, 1958. Call or visit your 
distributor of A. B. Dick products right away. 
He’s listed under Duplicating Machines in the 
classified section of your phone book. Or mail 
coupon for complete information. 


A-B-DICK [i 


DUPLICATING PRODUCTS 








BHLRTT KH AEESS 


A. B. DICK COMPANY, Dept. MM-6s 
5700 West Touhy Avenue, Chicago 31, Illinois 





Please send complete information about your special offer saving $75.25 on the purchase of dupli- 
cator and supplies. 

















Name. Position ____ 
Company. Address 
City. Zone. State 





(For more information, see last page) 
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and sales training. One company is 
instituting a management incentive 
plan for all salaried employees and 
a restricted stock option plan for 
key executives. 

One is trying out a new package 
and a new label. One is launching 
a company-wide executive program 
of consultation and meetings to pro- 
duce profit improvement ideas. 

Fifteen presidents offered some 
variation on the “working harder 
and smarter” idea. Only three men- 
tioned cutting prices or “holding the 
price line” despite increasing costs. 





A review of 


current surveys 








High cost of hangovers 
reported by psychologist 

One out of every 50 employees 
in industry is a “problem drinker,” 
according to Dr. Martin W. Schaul, 
industrial psychologist for the Na- 


| tional Foremen’s Institute. 





About 90% of these drinkers are 
in the 35 to 55 age group—the time 
in life when a company has its 
greatest investment in a particular 
employee, Dr. Schaul noted. 

Research studies show that the 
male alcoholic loses an average of 
22 work days annually as a direct 
result of his condition. He’s often 
tardy, is accident prone, fatigues 
easily, makes more mistakes than 
other workers. “Alcoholism,” Dr. 
Schaul says, “gives industry a 
‘billion-dollar hangover’ every year.” 


Average compensation 
of foremen is up 5.2% 


Pay of first-line foremen, general 
foremen and office supervisors rose 
an average of 5.2% last year, a sur- 
vey by American Management 
Association shows. 

Annual salaries for all types of 
office supervisors and first-line fore- 
men range from $4,000 to $9,100, 
and pay for general foremen falls 
between $6,400 and $13,300. 

In general, the survey made of 
8,600 supervisors in 129 different 
companies shows that the rate paid 
to the individual supervisor varies 
directly with responsibility  in- 
volved, complexity of his work and 
the number of people supervised. 
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New desk top =| ’ . 9 3 : 
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SY me ANY WHERE 


re Se ee Copy in FIVE Colors is elias askin talon 
» « « anything written, printed, typed, 


drawn or photographed, right in your own office. 
The brand new Apeco Uni-Matic Auto-Stat is the greatest advance- 
ment in office copying in the last ten years. It is the culmination of 
many years of research and engineering by America’s leading manu- 
facturer of office copying equipment. 
This revolutionary new machine makes copies in less than half 
The Apeco Uni-Matic Auto-Stat is the world’s fast- the time of any other photocopy maker. It is so simple to operate— 
est, easiest to operate, all-purpose copy-maker. The anyone is an expert the first time he uses it. The Apeco Uni- Matic 
pig: bang ny is Insert: fa ber FER. Auto-Stat copies from any original—any color—on opaque or 
PY vee ne. tS ee id , transparent paper... printed on one or both sides. It is handsome, 
compact, and light weight. Offers hundreds of time and money sav- 
ing uses for every business at a price within the budget of the 


Look Alike Copying smallest firm. 
ALSO AVAILABLE ON LOW COST LEASING PLAN 


e©00000 04 weeeeeesveoeceaeoeeeoe oe eeoeeeeeeeees 
1 American Photocopy Equipment Co. 
2100 W. Dempster St., Evanston, Ill. 

Rush me, without obligation, your new free 
book on the revolutionary new Apeco Uni- 
Matic Auto-Stat. I understand this book 
explains office photocopying applications in 
detail and shows how my business can greaily 
benefit by the use of this modern copy-maker. 


MM-68 


= ae = 


The Apeco Uni-Matic Auto-Stat produces white aco [+ Stat 
copies that look exactly like the original. Whites are aa 
copied white, blacks are copied black—and middle 

tones in grays of equal intensity. 


@©@#6€2020020686°2 


Company———_—____$________—_—_____ Type of Bus.——________.. 
Ba DE POO anne cen eeerecenienerenerarimemmenateneemennstiiaesincntneeesnstaatitetptstin 
Send for new FREE BOOK City 


Tear off and mail this Air Mail 
Postage Paid reply card. 


TEA Lee UBER a Re ee 


pp TS SE ones Fi itiativscbcnnnctalienamoiacmuatans 
In Canada: Apeco of Canada, Ltd., 134 Park Lawn Rd., Toronto, Ont. 


in Mexico: Apeco de Mexico S. A., Ignacio Estva #7 
Esq. Jose Moran, Mexico 18 D. F., Mexico 











| The first 


‘ 


/ really automatic 
ALL-PURPOSE copymaker! 


ONE STEP 


















With the amazing, entirely new 
SWEEP-LINE 


| BI N | - M A T | CONTROL 


INSTANTLY COPIES ANYTHING AUTOMATICALLY 








UNI-MATIC 





No matter what copy machine or method you now 
use you will be interested in knowing how the excit- 


ing new Apeco Uni-Matic Auto-Stat can save you Instantly copies letters, invoices, receipts, charts, blueprints, photographs, 
time and money by cutting costly office paper work. quotations, drawings, catalog pages—anything. 

A LIBERAL TRADE-IN OFFER ON ANY COPYING AMERICAN PHOTOCOPY EQUIPMENT CO. 
EQUIPMENT IS AVAILABLE FOR A LIMITED TIME. 2100 W. Dempster Street, Evanston, Illinois 














HAVE YOU 
READ THIS 
NEW BOOK..: 


}BUSINESS REPLY CARD| “le if 


First Class Permit 
No. 226 
Evanston, III. 




















6e postage will be paid by— 


copy-maker in your business? 
2100 W. Dempster Street 








TEAR OUT AND MAIL THIS AIR MAIL 
POSTAGE PAID REPLY CARD TODAY! 


PRINTED IN USA 


if 
explaining in detail the new Apeco Uni-Matic 
AMERICAN PHOTOCOPY EQUIPMENT CO. Auto-Stat and how you can use this revolutionary 


Evanston, Ill. 
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CHECKS CREDIT RATINGS FASTER 


HATTIESBURG, MISS. 

The Credit Bureau of Hattiesburg gives the stores it serves 
faster service and cuts its own costs by photographing the 
customer ledger cards of key stores in a Recordak Reliant 
Microfilmer. (6,000 cards recorded in less than 1 hour.) 

With these film records ready for checking in a Recordak 
Film Reader, “‘rush’”’ inquiries can be answered while customers 
shop. Sales clerk calls her credit manager, who phones Bureau 
—nothing could be faster. Another advantage: credit managers 
are spared thousands of phone inquiries from Bureau. 


CURES BILLING HEADACHE 


SIOUX CITY, IOWA 

Getting bills out to more than 5,000 customers is only half 
the job it used to be for Toller Drug Company, operators of 
four Toller Rexall drugstores in this city. 

Sales checks are photographed in high-speed Recordak 
Reliant Microfilmer and sent out to customer with bill, which 
lists only the sales check totals instead of describing each 
purchase. This cuts costs 50%, increases accuracy, lets Toller 
handle greatly expanded volume in half the time formerly 
spent. And customers find it much easier to recall charges with 
sales checks in hand. 

Prescriptions are also microfilmed to increase protection, 
Save space, and speed reference. 








Short cuts with Recordak Microfilming 


Latest reports on how this low-cost photographic process is simplifying routines 
for more than 100 different types of business . . . thousands of concerns 





MAKES BORROWING EASIER 


SACRAMENTO, CALIF. 

Charging out more than 200,000 books per year is a relatively 
simple chore for the staff of Sacramento City Library’s two 
bookmobiles. A button on the Recordak Junior Microfilmer is 
pressed—and borrower is on his way. Library has picture of 
borrower’s card, book card and a date due card. 


This does away with tedious record-keeping . . . ends line- 
ups ... gets books back on shelves faster, too! Same system is 
used in Sacramento City Library’s 5 branches. Over-all savings 
in clerical work are estimated at 30%. 


See how companies like yours save 


Free booklet gives 
broader picture of uses 
in business and industry. 
Write for “Short Cuts 
that Save Millions,”’ or 
for more specific help 
have a Recordak Sys- 
tems Man call. No obli- 
gation whatsoever! 
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(Subsidiary of Eastman Kodak Company) 
originator of modern microfilming— 
now in its 30th year 


ececcecscecs« « MAIL COUPON TODAY. --« 
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* RECORDAK CORPORATION od 
* 415 Madison Avenue, New York 17, N. Y. . a 
* © Send free copy of “Short Cuts that Save Millions.” ° 
* © Have local Systems Man phone for appointment. Ye eee 
; Name Position ; 
e Company ° 
* Type of business iniiesdialenioeslanit ° 
© Street 
© Clty State e 
e e 
. * 


(For more information, see last page) 
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SALES BUILDERS 





ideas you can use right now 


You build sales when you 


APPEAL TO RECESSION 
THINKING 


™ THE NEGATIVE business climate 
of recession offers a profitable chal- 
lenge to company sales strategists. 
Capitalize on the recession, ad- 
vises Dr. Ernest Dichter, head of 
the Institute for Motivational Re- 
search. He gives these five pointers 
on how to do it: 

1. Let your product demonstrate 
progress. Most Americans believe 
that progress benefits them person- 
ally, will rationalize the purchase 
of products that convincingly dem- 
onstrate the ability to solve a prob- 
lem in living (or of business, if 
yours is an industrial product). 

2. Appeal to necessity. Consum- 
ers cannot justify spending for 
pleasure or luxury, but will buy a 
product that offers to help them 
work more effectively or live more 
economically. 

3. Reduce prices “logically.” 
Consumers complain about high 
prices, but don’t cut them as a ges- 
ture of despair. Do it as a rational 
process the consumer can under- 
stand. General Electric has done 
this successfully. 

4, Re-structure the market. Off- 
set recession fears by trying for 
new age, social, sex groups—con- 
sumers you have neglected. 

5. Re-evaluate your product. Li- 


36 


abilities can become assets when 
the product is re-examined in light 
of changing consumer needs. Think 
about quality, size and packaging, 
as well as price and advertising. 


You build sales when you 


USE GIFTS 
AS INTEREST GETTERS 


™ IN TIMES of increasing competi- 
tion, the quality and quantity of 
“friendliness” embodied in a com- 
panys image can well decide a 
sale. Use of customer gifts has 
proven one of the most successful 
devices to promote what is best 
described as goodwill. 

Cost of gifts usually is not as 
much a factor to consider as the 
kind of gift. An ideal gift is one 
that automatically associates itself 
with your product or service. Op- 
portunities to present gifts occur 
frequently, can be tied in with al- 
most any sales campaign or prod- 
uct promotion. 

The H. W. Madison Co. of 
Cleveland, manufacturer of pickles 
and salad dressing, used the occa- 
sion of its 25th anniversary last year 
to send useful, attractive remind- 
ers of itself to all its customers, and 
it still is enjoying the benefits that 
such goodwill efforts can bring. 

Madison salesmen gave silver 


key chains, with silver pickles at- 
tached, to all their customers. At 
Christmas the company mailed a 
pair of silver cuff links and a tie 
clasp, along with a handsome illus- 
trated brochure telling “The Madi- 
son Story” to all customers and a 
few public relations contacts. The 
result was considerable publicity of 
Madison’s success and growth. 





You build sales when you 


KEEP SALES MANAGERS 
MOVING 


™@ WHEN JOHN BOWLES became 
president of Rexall Drug Co.'s Rex- 
all Division, the first thing he did 
was to abolish the offices of his re- 
gional sales managers, and put the 
men to work selling. Sales imme- 
diately began to climb. 

“What I abolished,” says Bowles, 
“were the offices, not the jobs. I got 
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As the battle for sales gets more intense, sales strategists are taxing 


their imaginations. The résult: new methods for building sales. Here are 


some ideas—new and old—that will start you thinking of others. 


rid of the quiet offices and the 
leather chairs. The sales managers 
since then have had their head- 
quarters on the road, calling on 
customers. 

“The increases in business were 
no surprise. The sales manager who 
is chained to his desk has no com- 
munication with his customers.” 





You build sales when you 


SELL BY MAIL 


™ WHETHER YOU SELL boilers or 
billiard balls, direct mail selling 
may be just the tonic to pep up a 
weary sales campaign and melt 
some of the high costs out of sell- 
ing. 

Direct mail has two primary 
purposes: 

To pave the way for a salesman. 

To actually pull in purchase or- 
ders. 

Key point: always accompany 
your mailing piece with a letter, 
and make it a friendly one. Offer 
the prospect a specific benefit in 
the first paragraph of the letter, 
and before you close tell the reader 
what he will lose if he doesn’t act 
now. Incite him to immediate ac- 
tion. Above all, make the content 
of your letter as pertinent as a per- 
sonal sales call. 

Contrary to popular belief, tim- 
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ing of mailing is not important, sur- 
veys show, unless you are selling 
seasonal goods. Simply decide who 
you want to reach and acquire your 
mailing lists. Mailing houses have 
them in every conceivable con- 
sumer classification at a cost of 
from 1% to 80 cents per name. 
There are a number of consult- 
ing firms that have developed di- 
rect mail into high advertising art. 
But whether you retain one or do 
it yourself, don’t expect results un- 
til after about the fifth mailing. But 
even if it requires 10 mailings, 
direct mail can build sales. 


You build sales when you 


ENTICE SALESMEN 
WITH PRIZES 


@ TODAYS SALESMEN, high-paid 
and high-taxed, are more often 
highly stimulated by the things 
money can buy, rather than by 
money itself. If your salesmen are 
lagging or loafing, try offering them 
a new refrigerator or a trip to Ha- 
waii instead of more commissions. 
Many firms testify that a merchan- 
dise incentive campaign can pro- 
duce maximum results on mini- 
mum investment. Their experience 
shows that the keys to success are 
to: 

1. Offer prizes that appeal to the 
wife and family. This gives the 
salesman a double incentive. 

2. Offer the prizes for specific 
activities where sales are weak, 
and for a limited time. Otherwise, 
the campaign will lose impact. 

3. Have a theme, related to the 
prizes and the product or service 
that is being promoted. This 
dresses up the campaign, keeps it 
from becoming a negative affair in 
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which only the best people work 
to win. 

You can operate the program 
yourself, but it may pay you to re- 
tain one of the many companies 
that make a specialty of staging in- 
centive campaigns. The intra-com- 
pany publicity, scorekeeping, mail- 
ings, catalogs, and handling of 
merchandise can be a headache. 
Often it’s cheaper, too, to let an 
expert do it. 

One word of caution: such a 
campaign can actually block profits 
if it doesn’t aim at your specific 
sales weaknesses. Don’t merely 
strive for increased volume unless 
that’s exactly what you need. 


You build sales when you 


SELL FROM THE TOP DOWN 


™ THE HOUSTON SALES OFFICE of a 
business machine manufacturer in- 
creased sales 180% in a year using 
a simple “idea selling” formula. It’s 
a method that can be used by any 
company that sells to other busi- 
ness firms. 

As practiced by the Houston 
sales office, the formula embodies 
these things: (Please turn page) 
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1. Concentrate special attention 
on small companies. 

2. Sell to top management be- 
fore selling the operating level. 

3. Sell the idea of improvement 
before you try to sell the merits of 
your particular product or service. 

In this case, the local salesman 
reasoned that the man most recep- 
tive to new ideas in a firm would 
be the man at the top. And this 
executive would be in the best 
position to act on a new idea. 

But how to reach the top man? 
That’s where the concentration on 
small companies came in. In a 
small firm, the chief executive is 
easier to reach than in a big cor- 
poration. Furthermore, the small 
company’s problems are less com- 
plex, making it easier to demon- 
strate cost savings through use of 
your product. And one more ad- 
vantage is that a small firm is less 
likely to be using your competitor's 
product already. 
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Using “idea selling,” the sales- 
man carries no sample case or cata- 
logs on his initial call. Instead, his 
first job is to help the top man in 
the firm find a better way to solve 
a particular problem. Only then 
does the salesman show how his 
product can provide the better 
way. 


You build sales when you 


TIE-IN WITH 
SERVICE GROUPS 


™@ THERE ARE PROBABLY dozens of 
associations, clubs and other organ- 
ized groups that may gladly help 


you sell your product—if you can 
create a proper tie-in. Although 
sales results from such cooperation 
may not be immediate, you can’t 
help but benefit in the long run. 

The first thing to do is to deter- 
mine the public service element in 
your product—and it has one or it 
wouldn't sell. Then find a group 
that is interested in the same area 
of human need. 

Sometimes the tie-in is obvious, 
sometimes not. A surgical dressing 
company, for instance, tied-in with 
a firemen’s group to present awards 
to heroic firemen. This enabled the 
firemen’s group to recognize out- 
standing service, and the company 
gained valuable publicity. 

A maker of do-it-yourself ship 
model kits, as another example, 
worked with the U. S. Navy to se- 
lect the Navy Father of the Year in 
a dozen communities. The Navy 
used the event as a recruiting 
theme, displayed models of the 
companys ship models at recruit- 
ing stations. 

Tact and imagination, obviously, 
are required when approaching a 
club or organization with an idea. 
But you will find that most groups 
are anxious to undertake a mu- 
tually advantageous project. 

There is, however, one point of 
caution: most groups are idealistic 
about their goals and will shy away 
from anything they fear will com- 
promise their integrity. 

How do you find a group inter- 
ested in your product or service? 
Your local newspaper may be able 
to advise you, and there are many 
published listings of associations. 
The Encyclopedia of American Or- 
ganizations is one. It is published 
by Gale Research Co., Detroit. 


You build sales when you 
REWARD SALESMEN’S WIVES 


® Knipco, a Dayton firm that man- 
ufactures portable water heaters, 
fully appreciates the power of 
women, or at least the power of 
salesmen’s wives. It mailed a letter 
to the wives of all its salesmen, 
offering them $5 for each new 


dealer account obtained by their 
husbands. Result: 600 new ac- 
counts in six weeks. 


You build sales when you 


EQUIP SALESMEN 
WITH MINIATURE RECORDERS 


@ MIDWESTERN SALES manager of a 
New York firm reports averaging 
three additional sales calls a day 
since he began carrying a battery- 
operated miniature tape recorder 
in his briefcase. The machine dou- 
bles as a dictating machine; it en- 
ables him to dictate letters, reports, 
memos, and orders while he is 
traveling, rather than accumulating 
a pile of paperwork that will tie 
him down to a desk when he re- 
turns. 

Some salesmen are using these 
miniature recorders as an interest- 
getter, occasionally recording the 
customer's comments during a sales 
call. Some even inject a touch of 
showmanship by dictating a letter 
to the customer while sitting across 
the desk from him. For example, 
if a customer asks the salesman to 
send some additional facts when 
he returns to his office, the sales- 
man opens his briefcase, takes out 
his dictating microphone, and dic- 
tates instructions to his office to 
compile the requested information, 
plus dictating a covering letter to 
the customer sitting across the 
desk. The record is mailed back to 
the office where the facts and letter 
can be dispatched immediately. 

A variety of tape, wire, or disc 
recorders are now available that 
are so convenient, small and light 
that they can be used anywhere: 
in a car, on trains or planes, in 
hotels or office waiting rooms, or 
even while walking down the 
street. They have been found par- 
ticularly valuable by salesmen who 
spend long periods away from their 
offices and who otherwise would 
have to do their paperwork in 
longhand. 

Says one sales manager: “Under 
today’s conditions, a company is 
foolish to pay its salesmen to do 
stenographic work.” m/m 
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an MI ML cost cutting clinic 


FOUR TOP CONSULTANTS TELL YOU 


How to cut your costs 


No company can economize itself into a profit. Real cost cutting 


includes positive restructuring of resources to sharpen profitability. In 


direct quotes from tape recorded interviews, these experts tell you 


where and how to apply this positive approach to cost cutting. 





Richard J. Coveney Eugene B. Mapel 


Vice President Vice President 
Arthur D. Little, Inc. Barrington Associates 
New York New York 


mm Right now your company 
could be operating at considerably lower cost 
and sizeably better profit. If you doubt this 
statement, consider what these four men have 
to say: 


1 RICHARD COVENEY charges that many 
companies today are top heavy with adminis- 
trative staff. Mr. Coveney is vice president of 
Arthur D. Little, Inc., in charge of its New 
York office. He cites the case of a firm that 
“took just six months to reduce the cost of its 
central management from $2.7 to $1 million 
annually.” But Consultant Coveney says there 
is frequently an even more fruitful place to 
look for cost savings. It’s the area of physical 


John A. Patton 
President, John A. Patton President 


Management Engineers 
Chicago New Yor 





Bruce Payne 


Bruce Payne & Associates 


distribution, where he guesses that the vast 
majority of industrial firms do not even have 
the facts on what their costs should be. 


2 EUGENE MAPEL points to a company 
that has cut the size of its line supervisory or- 
ganization from 140 to 35 people with good 
results. But he says that in a period of tough 
business and tight markets, firms should per- 
haps give more attention to building volume 
than to cutting costs. “This may mean actually 
investing more in the marketing function, since 
many companies are spending comparatively 
less today on selling than they were 15 or 20 
years ago.” Mr. Mapel is vice president of 
Barrington Associates. (Please turn page) 
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How one firm 
cut production 
costs by 25% 





“Even if your company has already launched a cost cutting program, 


3 CONSULTANT JOHN PATTON sstates 
that you can’t successfully cut costs by edict or 
by expecting an outsider to come in and do 
the entire job for you. Instead, you do it by 
training and motivating your own people to 
engineer improvements. He refers to a lumber 
company that used this method to launch a 
cost reduction program and quickly converted 
a quarter of a million dollars from costs into 
profits. Says Mr. Patton, who heads the Chi- 
cago management engineering firm that bears 
his name: “There are four big areas to look 
into for cost savings: plant productivity, indi- 
rect labor, office personnel and procedures, 
and sales and distribution.” 


4 CONSULTANT BRUCE PAYNE refers to 
a concern that has slashed costs by the positive 
method of expanding plant. “The company 
has taken a minimum of 25% out of its manu- 
facturing costs by expanding its most efficient 
plant and transferring to it the work of a 
smaller, less efficient plant that has been 
closed down,” says Mr. Payne, who is presi- 
dent of Bruce Payne & Associates, Inc., New 
York. He says there are seven chief functions 
to study in seeking cost reduction and profit 
improvement. For example, he stands squarely 


on his statement that “most companies can get 
at least 10% or 15% additional sales from their 
present sales organizations with no additional 
investment.” 

These points were made to a MANAGEMENT 
MeEtuHops editor recently in lengthy tape re- 
corded interviews conducted separately with 
each of the four management consultants. The 
men were asked pointed questions on how 
business firms can constructively cut their 
costs under present conditions. Their answers, 
excerpted as direct quotes from the inter- 
view transcripts, are presented in the follow- 
ing sections of this article. 

The interviews were conducted on the thesis 
that high level consultants such as these men 
are in a unique position to advise MM’s read- 
ers on cost cutting and profit building. Their 
authority to speak rests not only on their own 
direct contact with scores of companies; in 
addition, they can base their recommenda- 
tions on the feedback of reports they receive 
from their men in the field. 

Together, the interviews cover over a dozen 
phases of a business where big cost savings 
can be found. Thus these answers represent a 
well stocked fishing pond of practical ideas 
that can be pulled out and used. And the 










A positive approach to cost cutting in 


SALES AND DISTRIBUTION 


Richard Coveney discusses physical distribution costs .. . 


effective use of salesmen . . 


ket research 


. unprofitable customers . . . mar- 


warehouses that remain the same. 
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four consultants, 





MM editor questioned 


taped their answers 


Q. Mr. Coveney, within the mar- 
keting function, what is one way 
companies can cut their costs? 


COVENEY: Rez-aligning distribution 
methods. There are substantial cost 
savings to be made by studies of dis- 
tribution. I’m speaking of physical dis- 
tribution—shipping, warehousing. 


Q. What specific benefit do you get 
from such studies? 


COVENEY: There are two. First, you 
may be able to cut out some specific 
warehouse locations, for example, and 
save money directly. Second, by relo- 
cating certain distribution centers, 
costs may actually be lower for the 


You see, the problem exists in some 
concerns because a distribution pat- 
tern may have been established years 
ago and as the market pattern shifts, 
as it usually does, distribution costs 
naturally go up. 


Q. Well, such studies cost money, 
and certainly moving a warehouse 
costs money. Are you suggesting 
that such investments can result in 
net savings? 

COVENEY: Yes, companies that study 
their distribution picture often find 
they can make extreme savings. 


Q. What is the ratio of companies 
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material in these interviews makes one fact 
clear: even if your company is among the four 
out of five firms that have already imple- 
mented a cost cutting program because of the 
recession, there are still limitless ways in which 
you can cut costs. 


The positive approach 


On one point the four consultants emphati- 
cally agree: cost reduction will not turn a 
profit if you stop at merely cutting back ex- 
penses. With selective trimming of fat must 
go creative restructuring of all company re- 
sources to sharpen profitability. 

Says Consultant Payne: “In the last 12 or 
15 years, the general management concept has 
been one of growth—of volume. To shift gears 
now, to cut back and change the pattern of 
growth, is a mistake—a mistake that many 
companies are making today. I seriously ques- 
tion companies taking this negative approach. 
We say, keep on that old constructive, dy- 
namic growth approach as long as you can do 
it scientifically. Rather than cutting back, keep 
your sights on the growth goal you have es- 
tablished.” 

Says Consultant Mapel: “The profitable 
way to cut costs is to spread your costs over 


there are still limitless ways in which you can cut costs.” 


more business. As I see it, management has no 
choice but to take this positive approach. A 
company that merely slashes will probably 
handicap itself for years to come.” 

Says Consultant Coveney: “Take a com- 
pany that cuts its advertising budget 30%. They 
do it on the basis that the advertising budget 
has been a luxury over the past five years. In 
my opinion, you can’t ride on past advertising. 
The same applies to other areas.” 

And Consultant Patton: “There are very 
few plants in this country whose productivity 
is above 60% when they pay their workers on 
an hourly rate basis. Just imagine how their 
costs would shrink if they applied a _posi- 
tive incentive plan that would move pro- 
ductivity up to 100% or more of a fair day’s 
work.” 


A key: marketing 

There is another big point on which the four 
experts agree. Sales and distribution, they 
say, represent key areas for attacking the cost- 
profit squeeze. Because of this combined em- 
phasis, their comments on marketing have 
been featured first in the following sections 
of direct quotes. Then their recommendations 
for attacking costs in other areas are set forth. 
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that have their facts on distribution 
costs as against companies that 
don’t really know what their costs 
are and could save money if they 


did? 


COVENEY: Since my experience is pri- 
marily with big companies, my answer 
will be primarily with regard to big 
companies. The ratio will therefore be 
much better than it would be if you 
included small companies. And even on 
that basis, all I can do is guess. I 
would guess that 40% of them have 
some pretty good information and 60% 
don’t. If I had to guess on the total 
of industrial companies, I'd guess 5% 
do have these facts and 95% don't. 


Q. How else can a company cut 
costs in marketing? 


COVENEY: By studying the effective- 
ness of salesmen. This often proves 
valuable. It is sometimes found that 
there are too many salesmen; it is 
sometimes found that there are too 
few salesmen; and it is sometimes 
found that the salesmen are in the 
wrong places. Correcting the problem 
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results in cost savings in one way or 
another. It may result in more sales 
with fewer men and therefore con- 
tribute direct cost reduction. Or, after 
a realignment, it may result in the 
same salesmen getting more sales, 
which is a cost saving in reverse. 


Q. Again you are saying companies 
don’t have their facts—this time on 
utilization of salesmen. Would you 
care to estimate the ratio of firms 
that do and don’t have adequate 
facts for proper utilization of their 
sales force? 

COVENEY: Well, guessing wildly I'd 
say about 25% of the companies I’m 
familiar with have adequate facts 
as far as optimum utilization and 


Richard J. Coveney 























Merely cutting back 
on expenses won't 
turn a profit. 


Here’s why. 

















physical location of their salesmen are 
concerned. 


Q. Are you also talking about the 
number of calls a salesman should 
make on various customers, deter- 
mining what kind of customers are 
profitable to service, and so on? 


COVENEY: That is another area but a 
very important one. You know the 
typical curve that shows 85% of the 
business being sold to 15% of the cus- 
tomers. An awful lot of companies don’t 
know whether certain phases of their 
business are profitable. 


Q. Then this is a good time to get 
those facts. Is it also a good time to 
eliminate unprofitable products 
from the line? 


COVENEY: Sometimes, if on the basis 
of study you can show that the prod- 
uct is unprofitable. But there is usu- 
ally a better way to go about it and 
that is to eliminate the unprofitable 
customers and keep the product. In- 
stead of selling five gallons of fuel to 
John Jones out on the country road, 
let him buy it from somecne else. 
There is an amazing number of com- 
panies that are carrying unprofitable 
customers; sometimes they just barely 
cover costs. 


Q. What about new products? Is 
this a good time to launch them? 


COVENEY: I’m not sure this comes 
within the scope of what we're talk- 
ing about, but let me take this occa- 
sion to say that one big mistake com- 
panies commonly make is to pour 
money into new products before mak- 
ing adequate cost studies. The same 
applies to new plants. If you've already 
built the plant, that is something else, 
but if you are just now thinking about 
building a new plant, it would be wise 
to find out a great deal about the mar- 
ket before you go ahead. 

You know, these things run in cycles. 
As consultants, we're in touch with 
this. People get all excited about a 
particular new product. All of a sud- 
den we'll get a number of requests 
from different firms for market studies 
on a new product—the same product. 
The word gets around about something 
new and everyone rushes to get into it. 
If a company makes a good market 
study first, it will know where it is 
going, but if it gets the word that tran- 
sistors, for example, are going to be a 
big thing, gets all excited and sud- 
denly jumps into that field, there may 
be regrets later. Now, this is a case 
where adequate market research can 
result in long range cost savings, 
rather than an immediate saving. 
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John Patton discusses: the cost of a sales call... the problem 
of too many small customers . . . how sales reps can cut costs 


Q. Mr. Patton, if you were to sug- 
gest one thing most business firms 
could do to cut costs in their sales 
departments, what would it be? 


PATTON: It would be to find out what 
the cost is per sales call. I would say 
that not more than one out of every 
20 companies knows what its costs 
are. Very few companies analyze their 
dollar volume per call. For example, 
one company found that 50% of the 
accounts its salesmen were calling on 
were too small to be worth calling on. 
The sales manager of another com- 
pany prided himself on the large num- 
ber of accounts he was handling. But 
when a study of the accounts was 
made, it was found that for 15% of the 
accounts, it was actually costing the 
company $5 for every sale that was 
made. 


Q. Isn't it sometimes necessary to 
carry these loss accounts in order to 
get the bigger business? 


PATTON: Sometimes this is a factor, 
but it should be avoided if at all pos- 
sible. The net result is that your sales 
effort is dissipated, and even your pro- 
duction control system may become 
just a log jam. 

Q. Are there any other points you 
can recommend for firms examining 
their selling programs? 


PATTON: Yes, there are two points. One 
is to carefully investigate the use of 


manufacturers reps in place of com- 
pany salesmen in those territories 
where sales costs are high. Many con- 
cerns have found that switching to 
manufacturers reps brings their costs 
down. However, this does reduce con- 
trol of the sales function. 

The second suggestion is to consider 
taking on additional product lines, 
either by acquisitions or sales con- 
tracts. If these additional products are 
akin to your present line (but certainly 
not competing with your present line), 
they give your salesmen more poten- 
tial, open up new sales contacts for 
your present line, and help you de- 
velop and strengthen your sales force. 


Q. What about making a change in 
the sales incentive program? 


PATTON: Too many companies are too 
hasty in adopting new sales incentive 
programs, or changing existing ones. 
They don’t recognize the repercus- 
sions that can follow. Many sales in- 
centive programs are unquestionably 
out of line. But when a salesman is 
making $10,000 and you change the 
program so he is going to make only 
$7,000 or $8,000, there’s bound to be 
explosive resistance—unless he is fully 
informed on why the change has to 
be made, and unless he can see a clear 
road to getting his income back up 
to its previous level in a short time 
through improved performance, 
backed up by strong support from 
headquarters. 
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selling investments” 


Q. Mr. Mapel, a common approach 
to cost cutting is to attack the areas 
where the biggest amounts of 
money are spent. Do you agree with 
that approach? . 


MAPEL: Yes, it’s basically sound. But 
it is probably not the first approach we 
would take. We'd be more inclined to 
ask—Is there a way that this company 
can sell more? 


Q. Cutting costs by increasing vol- 
ume? 


MAPEL: Exactly. Especially right now, 
the problem is not so much one of get- 
ting costs down as it is one of getting 
volume up. There is a surprisingly 
large number of companies operating 
today with a ratio of selling expense to 
volume that is far below what it was, 
say, in 1938 or 1939. Why? Because 
in the last few years it has been possi- 
ble to get business without a heavy in- 
vestment in sales. 


Q. Companies are spending rela- 
tively less on marketing now than 
they were 20 years ago? 


MAPEL: That is exactly right. Too 
many companies today have a ten- 
dency to consider marketing as an ex- 
pense rather than an investment. 


Q. Are you suggesting that market- 
ing be immunized from a cost cut- 
ting program? 


MAPEL: I’m suggesting that before a 
company begins swinging an axe in 
marketing departments, it compare its 
present sales cost ratio with its past 
sales cost.ratio. Many companies find 
they are spending less than half the 
amount today in ratio to their total 
volume on sales than they were spend- 
ing in the last normally competitive 
year in their industry. If this com- 
parison doesn’t immunize marketing 
from the cost cutting axe, at least it 
will shorten management’s backswing. 
On the other hand, the comparison 
may convince management that it’s got 
to invest more in marketing now in 
order to hold or strengthen its share of 
the market.* 


°* During the interview, Mr. Mapel was asked 
how a company can determine how much it 
should spend on marketing. He said that a spe- 
cific formula has been developed for this purpose, 
but that he could not justifiably detail the for- 
mula in a few words. He agreed, however, to 
prepare a special article on the subject. This 
article will appear in MM’s next issue. 
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Eugene Mapel discusses: sales cost ratios today vs. 20 years ago 
... sales force re-alignment . 


. sales incentives . . . “pre- 


Q. In times such as the present, 
isn't it sometimes the case that a 
company has no choice but to trim 
selling expenditures simply because 
of reduced sales volume? 


MAPEL: It usually requires the reverse 
if a company is going to pull out of a 
slump. The sales department is the 
agency that must provide the support 
for the other ends of the business. 


Q. Granted that this positive ap- 
proach is the ideal. But under to- 
day’s conditions, is it always possi- 
ble for a firm to take the high road? 


MAPEL: As I see it, management has 
no choice. A company that merely 
slashes will probably handicap itself 
for years to come. Let me give you an 
example. Last December only one of 
the 12 airlines made a profit. Now 
wouldn’t it be ridiculous for the air- 
lines, knowing that the jets are coming 
in 1959 or 1960—wouldn’t it be ridicu- 
lous for them to start cutting their sales 
expenditures when they know they 
have to develop a market that will fill 


more seats when the jets are here? 
Companies just have no alternative. If 
we believe that once this recession is 
over we are going into a bigger mar- 
ket opportunity, it doesn’t make sense 
not to invest more in sales and market- 
ing now. 


Q. What specifically can a com- 
pany do to sharpen over-all sales? 


MAPEL: More intelligent coverage of 
the market. Very few companies, for 
example, know how many salesmen 
they should have. Territories change, 
markets move and yet few companies 
adjust their coverage accordingly. A 
president will tell you he is going to 
add 10 new salesmen. You ask him 
why 10 instead of 20, 50 or 100 and 
he tells you that 10 is all he can afford 
right now. That’s just not sound judg- 
ment. Yet there are methods—math- 
ematical methods—and planning form- 
ulas that can guide a management in 
determining the optimum number of 
salesmen necessary to do a given task. 


Q. Mr. Mapel, what about investi- 


“Compare your present sales cost ratio with your past 
sales cost ratio before swinging the axe in marketing.” 
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Consultant Mapel suggests “pre-selling investments” as a big area for 


gating sales compensation and sales 
incentives as a means of cutting 
costs? 


MAPEL: There are substantial oppor- 
tunities in that direction. Many com- 
panies set up their incentive programs 
in times when the market situation was 
a lot different than it is today. 


Q. Generally speaking, would you 
say that a sales incentive program 
set up five years ago is likely to be 
outdated now? 


MAPEL: A sales incentive program es- 
tablished on sound principles will last 
a lot longer than five years. The trou- 
ble is that too many have not been es- 
tablished on sound principles. 


Q. Could you give an example of 
what you mean by sound principle? 


MAPEL: Well, there are a lot of things 
involved, of course. But, for example, 
it is a principle that the reward should 
lie in the salesman’s pocketbook short- 
ly after the work is done so that he 
identifies his compensation with his 
action. It can’t always be done that 
way, but this, is one of the principles 
to follow when possible. 


Q. Do you find that the mere fact of 


ag 


a change in an incentive program 
can in itself have a stimulating 
effect on a sales force? 


MAPEL: It can have animmensely stim- 
ulating effect. If it isn’t set on sound 
principles, however, the effect wears 
off pretty fast. Now, I'm not recom- 
mending change simply for the sake of 
change. 


Q. What else can a company do to 
sharpen sales effectiveness? 


MAPEL: One big opportunity that ex- 
ists today is in the field I describe as 
“pre-selling investments.” It is the 
work a company can do at headquar- 
ters to provide better support to the 
salesmen in the field. Advertising is a 
part of it. Most companies today could 
sharpen the effectiveness of their ad- 
vertising. Promotional material is an- 
other part of the pre-selling invest- 
ment. 


Q. Public relations, publicity? 


MAPEL: Yes, and quite often a review 
of the pricing pattern. Unfortunately, 
in certain fields pricing patterns were 
set up years ago to include compen- 
sating people at different levels for 
functions they no longer perform. 
When the pricing pattern was estab- 


sharpening sales effectiveness. 


lished, it may have made provision, for 
example, to compensate the dealer for 
the job of recruiting and hiring sales- 
men, later for the salesmen to prospect, 
for the salesmen to demonstrate, for 
the salesmen to sell, for the salesmen 
to service. Now, even though the deal- 
er and his salesmen may have stopped 
doing some of these things, the pricing 
pattern remains unchanged. That can 
be corrected. 


Q. What else is included in this pre- 
selling investment that you refer to? 


MAPEL: Better sales supervision could 
be considered part of it. Better train- 
ing. Many of today’s salesmen have not 
developed efficient work methods. 
These methods must be trained and 
retrained into them. Another part of 
the pre-selling investment is to remove 
the burden of paperwork and reports 
from the salesman’s back, so that he 
can spend his time making contacts 
and selling, instead of filling out forms. 

And marketing research is another 
form of pre-selling investment that 
helps tell the company and its sales- 
men where the doors are, which ones 
to “knock on,” and what benefits to 
stress to increase the chances of get- 
ting the order. 
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your long range goals 


Q. Mr. Payne, take a company 
that’s seeking to cut costs and 
strengthen profits. What parts of its 
operations should it investigate first? 


PAYNE: We feel there are seven pri- 
mary areas that a company should 
analyze in detail. These seven areas 
are finance and control, sales and mar- 
keting, manufacturing, products and 
services, purchasing, personnel, and 
over-all corporate management. 


Q. Of the seven, is there any one 
that you find companies are looking 
into more than ever now? 


PAYNE: I would guess that today com- 
panies are devoting special analysis to 
how good they are in sales and mar- 
keting. Specifically, they are studying 
their field sales force effectiveness. 
They are asking themselves if they are 
utilizing their sales talents well 
enough. They are asking themselves 
if they have any ineffectual people 
blocking sales in certain territories or 
certain district offices. 


Q. Is it your experience that in 
times like these companies are cut- 
ting back on their total investment 
in the sales program? 


PAYNE: With few exceptions, the bet- 
ter managed companies are certainly 





Bruce Payne discusses: analysis of field sales force. . . 
getting more from present sales dollars . 


. selling toward 


not cutting back on sales effort—but 
they are making sure they are getting 
everything they can expect from every 
individual in every office and every op- 
eration in the field. The same applies 
to advertising and promotion as well. 


Q. Do you feel that most compa- 
nies can get more from the sales 
organizations without making addi- 
tional appropriations? 


PAYNE: Most companies could be get- 
ting 10% to 15% more sales out of their 
present organizations right now—by 
doing a harder hitting job. They can 
do it with their present sales dollars, 
present advertising dollars, present 
promotion dollars. I’ve found this to be 
true almost without exception. And the 
10% to 15% is a minimum figure. Many 
times a company can set its goal at 
least 25% higher for the same sales 
dollars it is spending today. 


Q. You talk about getting more 
sales from present sales dollars. But 
doesn’t analysis sometimes show 
that a company is actually spend- 
ing more than it should on sales and 
marketing? 


PAYNE: There are some companies that 
are successfully finding ways to spend 
less money and still do a good selling 
job. In analyzing ways to cut sales 































costs, however, you have to be very 
careful not to lose sight of the long 
range goals. Cutting the marketing ap- 
propriation—in the advertising, pro- 
motion or service areas, for example— 
may not hurt you now, but it may 
handicap you in reaching the long 
range goals. 


MORE WAYS TO CUT COSTS 


In the preceding section, four top consultants told how to approach cost cutting 
and profit improvement in the field of marketing. Here they offer a range of 
additional methods for reducing expenses in other areas of company operation. 


Richard Coveney discusses: administrative costs . . . 
. . product research . . 


systems . 


Q. You have talked about what a 
company can do to cut costs in sales 
and distribution, Mr. Coveney. 
Now, what about cost cutting in 
other areas of company operation? 
COVENEY: Many companies, particu- 
larly big companies, have become top 


heavy with administrative personnel as 
a result of the expansive attitude of the 
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control 
. cost cutting by acquisitions 


boom years. Such companies can econ- 
omize by eliminating needless adminis- 
trative expense. 


Q. By releasing people? 


COVENEY: Primarily, yes. I'm not talk- 
ing about truly management people. 
I’m referring to really unnecessary 
clerks, stenographers, secretaries and 

(Continued on page 76) 




















Looking for 
cost savings? 








You can slash costs by 25% 
with value analysis 


Take any component you make or buy. Apply value analysis to it and you'll prob- 


ably reduce its cost by 15% to 25%, Any company can use this promising new scien- 


tific method to turn costs into profits. Here a pioneer in value analysis tells you how. 


An interview with 


Lawrence D. Miles 


Manager of Value Analysis Service 
General Electric Co. 
Schenectady, New York 


Q. Briefly, Mr. Miles, what is this 
cost saving method you call value 
analysis? 


A. Value analysis is a scientific 
method of getting the same per- 
formance from a product at lower 
cost—usually vastly lower cost. It 
is a concentrated effort to improve 
the value of a product—any prod- 
uct—by seeking out and eliminat- 
ing unnecessary costs wherever 
they may exist in the entire cycle 
of product design and manufacture. 

Here’s how value analysis works 
in practice. The value analyst, who- 
ever he may be in a given com- 
pany, follows a step-by-step pro- 
cedure to scrutinize every part and 
every operation in the manufac- 
ture of a product. He learns the 
function each part must perform. 
He asks such basic questions as: 
Does the use of this part make the 


product work better or sell better? 
Is its cost proportionate to its use- 
fulness? Does it need all of its fea- 
tures? If we make it, is it cheaper 
to buy it—or vice versa? If we buy 
it, could another dependable sup- 
plier provide it for less? 

The value specialist talks to scien- 
tists and engineers to learn what 
new, low-cost material can be sub- 
stituted without sacrificing quality. 
He enlists the ideas of specialty 
vendors or gives them suggestions 
on how to reduce their own pro- 
duction costs. He meets with manu- 
facturing men to investigate new 
tools and processes, and to make 
sure that the improvements he is 
proposing are practicable from a 
manufacturing standpoint. 


Q. Well, what does value analysis 
do that ordinary cost reduction 
work doesn’t do? 
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A. Ordinary cost reduction work is 
essential and should continue as a 
strong and vital function of a de- 
partment. But, where cost reduc- 
tion is a part-time activity of many 
individuals, the value analysis is 
an intense, professional approach 
by good caliber people specially 
trained in methods that bring a 
large fund of new information into 
each decision area. Such informa- 
tion is not normally provided by 
the cost reduction system. 

Value analysis is not a substitute 
for engineering and manufacturing 
cost reduction work; rather, it is a 
supplement to it. After the best 
job that can be done in design and 
manufacture, value analysis can us- 
ually take out from 15% to 25% of 
shop costs. Actually, the value spe- 
cialist aims at removing 50%—and 
he often succeeds in doing so. 


Q. Where is value analysis being 
used and with what results? 


A. We frequently read about com- 
panies that are using various parts 
or all of the value analysis pro- 
gram but offhand I would be un- 
able to list them. The Bureau of 
Ships has a value program that is 
producing sizable dollar savings 
for the Navy, and other defense 
areas are making considerable 
progress. 

As for results, I can speak fac- 
tually only of my own company. 
In General Electric experience has 
shown that when good engineer- 
ing, manufacturing and purchasing 
practices are supplemented by the 
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TM M1 Os ASKS THE EXPERT 


Lawrence D. Miles is the country’s recognized authority 

on value analysis. The tiny pin he holds here represents one 
of his first value analysis projects for General Electric. The 
part was used in quantity for Telechron clock motors. Des- 
pite strong evidence that it’s unit cost of one-third cent 
could not be reduced, value analysis brought the price 
to only. one-fifth cent. Annual saving: $112,000. 


Mr. Miles joined GE as an electrical engineer in 1931. 
Later he transferred to the purchasing department, serving 
during World War Il as purchasing agent for GE’s Locke 
insulator Division in Baltimore. Recalled to Schnectady fol- 
lowing the war, he organized an activity that would bring 
better value on a wide scale into the use of materials. This 








specialized techniques developed 
and taught in a value analysis pro- 
gram, it isn’t difficult to remove 
25% of the cost of a product which 
has been refined for a number of 
years. With new products, involv- 
ing new technology and rush sched- 
ules, it isn’t unusual to get a yield 
of 50% in cost reduction. 


Q. Will value analysis work in any 
company? 

A. Yes—its principles are univer- 
sally applicable. It doesn’t matter 
whether a business is large or small, 
whether the volume is high or low, 
whether the product is massive or 
tiny, shipped in a box or as a 
liquid—the same thinking identifies 
unnecessary costs and makes it 
possible to eliminate them. For 
instance, the normal approach is to 
examine any item of expenditure 
by asking such basic questions as: 
What function is provided by this 
expenditure? To whom do these 10 
copies go? Is this close tolerance 
necessary? Effective value analysis 
in any company is clear thinking 
about the function purchased for 
each expenditure, and about alter- 
nate means for obtaining that func- 
tion. 


Q. How can the average company 
organize a value analysis activity? 
A. First let me say that when 
management becomes sold on a 
new idea the usual reaction is: 
“We want this to be our way of 
life—we want everyone to use this 
type of thinking at all times.” I 





activity, in its formalized form, was called value analysis. ce 


With a small group of GE engineers, Mr. Miles has devel- 
oped methods and techniques of value analysis that have 
resulted in eliminating millions of dollars of unnecessary — 
cost from the company’s products. In rec 
achievement, GE in 1949 presented him its highest award 
for extra achievement, the Charles A. Coffin Award, given 
in memory of GE's first president. Earlier this year, the 
Navy conferred on Mr. Miles its highest civilian honor, the 
Distinguished Public Service Award, for his work in assist- 
ing the Bureau of Ships to establish its Office of Value 
Engineering, the functions of which have resulted in size- 
able dollar savings for the Navy. 


ition of this 


have no quarrel with this wish. The 
problem is one of implementation. 
In value analysis we have found 
that some qualified persons must 
become especially skillful and 
must be charged with constantly 
increasing the understanding of 
value analysis on the part of all 
other personnel in the group. 
Therefore, we firmly believe that it 
must be the job of one man (or 
two or three, depending on the 
size of the organization) to special- 
ize in value analysis skills and to 
teach them through formal and in- 
formal means to others in the com- 
pany. 

There are various ways in which 
value analysis can be organized 
and at least one of them can be 
adapted to an existing organiza- 
tional structure. Actually, value 
analysis has such a broad scope that 
there are logical reasons for put- 
ting it in any one of several dif- 
ferent departments. It might come 
under purchasing or engineering or 
manufacturing. The main thing is 
—put it in a place where it will 
accomplish the most. 

The value specialist should be in 
a spot where he’s not subject to 
interruptions on day-to-day prob- 
lems. He can work most effectively 
if he’s loosely attached to one de- 
partment but with ready access to 
others. In his work he needs many 
different sources of information. 
Each value analysis project is dif- 
ferent from the last and the greater 
the availability of special skills, the 
more likely it is that a cost saving 
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HOW 


Weights mounted on a rotor 
ring were curved to match the 
ring curve. Did it need this 
feature? No. Using a straight 
piece, the cost dropped from 
40¢ to 4¢. 


Field coil supports were ma- 
chined from stock, but the 
original design blended nice- 
ly into a casting operation. 
The change resulted in lower- 
ing the cost from $1.72 to 
36¢ each. 


VALUE ANALYSIS SLASHES COSTS 
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63¢ to 38¢. 


This brass plug was originally 
forged. The cost was slightly 
over 79'2¢ each. After value 
analysis, the unit was made 
by a shell molding. Cost per 
unit using the new method: 
26¢. 


This insulating washer was 
made from laminated phe- 
nolic resin and fiber. Ma- 
chined from individual pieces 
of material, it cost $1.23. A 
supplier with specialty equip- 
ment now fly-cuts the parts, 
nesting them on full sheets, 


at 24¢ each. 


Standard nipple and elbow 
required special machining to 
fit a totally enclosed motor. 
Casting a special street “L” 
with a lug eliminated machin- 
ing and a special assembly 
jig. The cost dropped from 
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An insulator costing $4.56 was 
originally porcelain, leaded 
extra heavy. Now molded 
from polyester and glass, it 
is lighter and virtually in- 
destructible. New cost: $3.25. 
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will be made. You can’t hire ana- 
lysts with years of specialized train- 
ing in everything. 

A typical value analysis group 
in a big company might include 
three or four specialists, with one 
in charge, and a secretary. But even 
if there are only two or three peo- 
ple in an entire department, value 
analysis is still feasible; it’s possible 
to settle for a full-time, or even 
part-time, specialist. 


Q. What qualifications are required 
in a value specialist? 
A. I would list the following: 

1. Engineering or methods and 
planning experience or equivalent 
supported by a general understand- 
ing of the properties of materials 
and their uses. 

2. A good creative imagination. 

3. Enough initiative, self-organi- 
zation and self-drive to start and 
complete his work with little or no 
supervision. 

4, An appreciation of the impor- 
tance of value. 

5. A mature, stable personality, 
one not easily discouraged. 

6. The ability and the desire to 
work well with others. 

7. From three to 30 years of 
work experience. Value analysis is 
based upon realism, not theory, and 
actual experience best qualifies a 
man to grow in this work. 


Q. What will a value analysis pro- 
gram cost? 

A. The salaries of the personnel 
must be such that they will attract 
highly competent men. The value 
specialists must have available to 
them directories, indexes and cleri- 
cal help. Traveling expense must 
be considered because the essence 
of value analysis work is gathering 
essential information from a variety 
of sources. This means that the 
value specialist should attend con- 
ventions and_ trade association 
meetings and should visit other 
plants, both within and outside his 
own company. 

Considering all this, you have to 
figure on paying out about three 
times a man’s salary. But the re- 
turn is high. We have found that 
a man correctly selected and 
trained will in general return from 
$10 to $15 for each dollar of his 
cost. 
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“With value analysis, it isn’t difficult to re- 
move 25% of the cost of a product—even one 
which has been refined for a number of years.” 


Q. In a small company can value 
analysis be a part-time job? 

A. If no other arrangement can be 
made, yes. Some value analysis ac- 
tivity is better than none at all. 
The difficulty is this: When a man 
has two jobs, one of which is hour- 
ly-demanding and generates con- 
stant pressures, while the other re- 
quires thoughtful planning and 
creative study but no immediate 
deadline—it’s easy to see which 
one gets the attention. The other 
job should be of the same nature, 
or safeguards should be set for val- 
ue analysis work. 

As a matter of fact, because a 
value specialist is undertaking to 
teach people a new philosophy, he 
is likely to be in a “belittled” posi- 
tion—and this condition can _be- 
come a destroyer to anyone. In 
order to sustain the enthusiasm and 
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confidence of good men, we like 
to have two or three in a group, 
or to arrange for periodic consul- 
tation with creative men in other 
functions. 


Q. How will value analysis affect 
others in the organization? 
A. Value analysis relationships care- 
lessly handled can be irritating at 
every contact. The results of evalu- 
ation are constantly proving that 
there is a better way of doing 
things today than yesterday, and 
yet it is human nature to defend 
“the way we've always done it.” 
However, a good value special- 
ist is skilled in dealing with people 
harmoniously, and he isn’t easily 
discouraged. Properly handled, 
value analysis will receive enthu- 
siasm and support from the peo- 
ple who are most perceptive, crea- 





Training seminars on value analysis are held throughout GE. Engineering, manu- 
facturing and purchasing men team up to work on actual projects. This group 
analyzed a watt-hour meter (that had already been carefully engineered), and 
found ways to save a potential $296,210 annually. 
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“‘We have found that a value analyst correctly selected and trained 
will in general return from $10 to $15 for each dollar of his cost.” 


MILES 





Million dollar annual savings are represented by the “before and after” examples of value analysis shown on the 
board. They represent only a fraction of GE’s savings through its value analysis program. 


tive and capable. This group com- 
prises about 25% of the aver- 
age organization. Another 25% will 
feel some degree of irritation 
against value analysis, while the re- 
maining 50% will be unaffected 
emotionally. 

It must be clearly understood by 
everyone in the organization that 
the value specialist acts only in an 
advisory capacity. In no case does 
he make decisions with respect to 
particular products or processes. 
His job is to supply information 
that will lead to more profitable 
decisions on the part of those re- 
sponsible for making them. A val- 
ue specialist must never “claim 
credit.” This is the prerogative of 
the buyer or the methods engineer 
or the design engineer who reviews 
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the evaluation results, does the 
testing, and makes the decision. 


Q. In your estimation, what’s ahead 
for value analysis, Mr. Miles? 


A. The next step is value control. 


Consider the parallel field of qual- — 


ity control, where it was first nec- 
essary through quality analysis to 
develop a body of information, 
techniques and skills. Thereafter, 
using the results of quality analy- 
sis, it became practical to provide 
a system of quality control. 

So it is with value control. 
Through several years of intense 
analysis and study—learning how 
value is measured, how it is se- 
cured, how it is lost, how it is in- 
creased or decreased—a system of 
control becomes practical. Such a 


system includes three phases: 

1. In preparation for specific 
problems, provide engineering and 
drafting people with specific infor- 
mation establishing the value of 
components, parts and functions as 
general reference data. 

2. Establish the same informa- 
tion for specific parts or compo- 
nents or functions for immediate 
use on the design project at hand. 

3. Maintain a continuing evalua- 
tion service for existing products 
that periodically reviews these 
values and suggests specific ave- 
nues of profitable redesign. 

Some day, managers will have 
the tools to control the value of 
products in much the same way 
that they now control quality, per- 
formance, or production. m/m 
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20 how-to tips for a 
successful press conference 


If your company has something special to say about itself, a press conference may be the 
strongest way to say it. Don't make the mistake of thinking that food and drink are 


the vital ingredients; they aren't. And don’t think you must be a public relations 


expert to run a press conference; you don't. These 20 pointers will guide you. 


By James B. Lynn 
Advertising Manager 
American-Lincoln Corp., Toledo 


James Bernard Lynn is advertis- 
ing and sales promotion man- 
ager for American-Lincoln Corp. 
of Toledo. He is the author of 
numerous articles and a contrib- 
utor to Printer’s Ink. 
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mm You can stage a 
successful press conference with- 
out having any formal training in 
public relations techniques or 
years of practical experience. 

One justifiable criticism of press 
conferences put on by business 
firms is the overdoing of the party 
phase of the conference and, in 
some cases, the ridiculous amount 
of money spent in ratio to the im- 
portance of the product or “news” 
offered the press. If you conduct 
your next (or your first) press con- 
ference primarily as a conference, 
rather than a party, chances are it 
will be a success. This approach 
will help you do a more productive 
job, one that will favorably im- 
press your editorial guests. 

Use the lunch, dinner or party 
part simply as a well mannered 
“thank you” in appreciation of in- 
dividual attendance at your con- 
ference. 

The chief requirement of a press 
conference, of course, is to have 
something significant to say, some 
important news to report. When 
this requirement is met, a press 
conference is a valid tool of public- 
ity and public relations. But it 
should be used sparingly—held in 
reserve for those extra special oc- 
casions. 

A press conference far surpasses 
the company news release system 
in achieving maximum editorial 
coverage. It is sometimes alarming 
when you consider that the vast 
majority of news releases sent to 
editors are dispatched to the 


wastebasket—often before they 
even get to the editor's desk. 

In conducting your press confer- 
ence, follow these rules. Each 
comes from practical experience 
and can help to upgrade your ef- 
forts (and results) at using this 
public relations tool. 


1 Determine the need 


Be sure your announcement 
merits a press conference. Don't 
trick yourself and others into be- 
lieving that you have something 
of major news value if it just isn’t 
there. Reasons for calling a con- 
ference include: a) important new 
product or service; b) new plant 
or major policy change. 


Be selective 


Quality and not quantity is the 
objective. You must have news for 
every editor invited. Make sure 
you have the correct name of every 
individual invited. 

In preparing your invitation list, 
you may be surprised to find that 
you have very few names and 
what you originally thought was 
conference material no longer is. 
It is for this reason that early prep- 
aration of invitations is recom- 
mended. 

A code should be worked up so 
you know when you sent the invita- 
tion, if the person will attend, etc. 
This list will also furnish you the 
names and addresses of those men 
and women to whom a press kit 
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must be sent. It can further serve 
as an effective public relations tool 
by becoming your mailing list for 
thank you notes once the confer- 
ence is over. 


3 Choose a good time 


This stage of conference plan- 
ning is like writing an advertise- 
ment—if you want positive action, 
you must make it easy for the 
prospect. Check around with 
editors and friends to see if there 
is another conference scheduled 
for the same time. Vacations, too, 
are a hazard. So are trade shows. 
Investigate before setting your 
time. 

Another point worth remember- 
ing is that days bordering the 
weekend are bad for holding con- 
ferences. 


Write inviting 
invitations 


Some sell is required but don't 
disclose your entire story. If you 
are having a luncheon, consider a 
press party pass to dress up your 
invitations. Editors get dozens of 
invitations so yours should have 
some individuality. However, a 
sincere explanation of what it is 
all about will net you more over 
the long haul than a flashy but 
vague mailing. 

The invitation should be brief 
but clearly written and cover the 
following: 


a. Reason for Conference. 

b. Place and time. 

c. If transportation is to be pro- 
vided, give place and time. 

d. Consolidated program sched- 
ule. 

e. Mention that professional pho- 
tographer will be on hand. 


Enclose a_ postage-paid,  self- 
addressed reply card. Add your 
press party pass, if any. While you 
address the invitation to a particu- 
lar individual, it is always good to 
add an additional line on the reply 
card indicating that another person 
may attend in his or her place. 
Leave space for the new name. 

Invitations to the editors of trade 
and consumer magazines should be 
sent well in advance (approxi- 
mately 10 days to three weeks). 
Notification to newspapers and 
radio personnel requires only a day 


or two advance notice. If you are 
attempting to earn on-the-spot TV 
coverage your initial mailing or 
first personal contact should be a 
good week or more in advance of 
the conference. Be prepared to 
follow up. Your second request for 
a reply should be a special delivery 
letter, telegram or telephone call. 
Some of those invited will not 
answer immediately simply _be- 
cause they will not know until the 
last minute whether they will be 
able to attend. 


Pick the right 
editor 


Sending the invitation to the 
managing editor or executive edi- 
tor of the publication is not always 
the wisest course of action. De- 
pending upon the nature of the 
conference, it might be more 
appropriate, say, for the new prod- 
ucts editor to receive the invitation. 
There are obvious psychological 
reasons for reaching the right per- 
son the first time. 


Get news into 
right hands 


If the editor has his office in 
another city, he may not feel that 
your conference merits traveling. 
He may, however, as a friendly 
gesture, appoint the local advertis- 
ing representative to attend. But 
unless that man goes as a reporter, 
prepared to take notes that will 
be forwarded to his editor, such 
effort is largely wasted and adds 
to the unprofitable expense of both 
parties. In the latter case, it is 
recommended that you mail your 
press kit to the person originally 
invited. 


7 Prepare thoroughly 


Check each release to make 
certain it is a news story, so written 
as to earn editorial space. Too 
often a release is no more than 
simple and plain advertising copy 
that should be found in a circular 
or paid advertisement. 

Your press kit will generally be 
an 8% x 11 inch envelope printed 
to read “Press Kit” with a line or 
two of additional copy recom- 
mended which sums up the nature 
of the product, new plant or policy 
change. Varying with each con- 





ference, the kit may contain news 
release, pertinent product litera- 
ture, glossy prints, program and 
company background. There are 
also occasions when a special sheet 
of information on company officers 
and their pictures may be good 
business. 

Tailor your releases (trade, in- 
dustrial, business paper, news- 
paper, consumer, or radio and TV) 
to fit the requirements of each 
medium classification represented. 
It is true that a primary function of 
the conference is to permit the 
editor to write his own story, but 
by supplying him with a good re- 
lease, you put him on the right 
track immediately and help him to 
save valuable time. 


Use identification 
badges 


Hosts, too, should be properly 
identified. Nothing is more embar- 
rassing than to hold a conversation 
with someone and neither know to 
whom, for sure, the other is talking, 
or his relationship to the confer- 
ence. 


g Don’t play favorites 


Be completely fair and impartial 
in the distribution of your news. 
There should be a release date; all 
editors to whom you send it, in 
the event they cannot personally 
attend, will honor that date. Should 
your conference be held in another 
city, make certain that, in the rush 
of things, you don’t forget your 
local newspaper editor! 


10 Train your personnel 


Attending company personnel 
should be thoroughly briefed on 
the entire program and their par- 
ticular part in it. Regardless of 
their part, each person should be 
sufficiently familiar with the sub- 
ject so the same answers will be 
given to common questions. Cau- 
tion: too many company men spoil 
the conference. 


] Use a central 
location 
If for some reason it becomes 
necessary to hold your demonstra- 
tion in an out-of-the-way place, 
offer added proof as to the im- 
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portance of your conference by 
providing the transportation. If 
most of the editorial representa- 
tives come from the same city and 
you are holding a product demon- 
stration in the suburbs, pick a 
central location in the city to meet, 
and provide chartered bus or lim- 
ousine service from there. 


12 Have a rehearsal 


Test run everything in advance. 
How many times have you at- 
tended a dinner and, when the 
guest speaker uttered his first 
word, found that the P. A. system 
was not working? It’s even worse 
when you're behind the mike at a 
press conference or behind your 
new product and discover that it 
doesn’t work, because someone 
failed to check and test it in 
advance. 


| Consider using 
a PR firm 


While you can undoubtedly se- 
cure adequate editorial coverage 
within your own field, a public re- 
lations agency may be especially 
useful in stepping up attendance 
by getting editorial personnel out- 
side your specialized field (who 
nevertheless serve an_ interested 
audience) to attend. For example, 
your product may be for the pro- 
fessional but its application might 
also, properly presented, be of 
interest to consumer magazines, 
newspapers and business papers. 
This is where the professional PR 
team can shine—if you have news- 
worthy material. 

Keep in mind that personal con- 
tacts will get you listening time 
only. Your product, new plant or 
policy announcement must earn 
the actual press coverage! 


1 4 Distribute 
badges, press kits 


As the press people enter your 
conference room, their names 
should be checked from your 
master list, identification badges 
and press kits issued. After every- 
one’s seated, make a brief review 
announcement as to why the con- 
ference was called. Then allow a 
few minutes for the press to review 
the contents of the kit so they will 
be better orientated as to what 
the product means to their particu- 
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lar market and be able, as a result 
of having read the news release, 
to take better notes and ask more 
intelligent questions. 

Distribution of a special request 
form for additional editorial matter 
will prove beneficial. Perhaps one 
of the editors would like to meet 
with you later in the week, another 
may wish to make arrangements for 
studio shots of your product, 
or any number of things important 
to you, and such a form will en- 
courage the editor to request it. 

Note: Press kits should be for 
the exclusive use of the press. If 
you invite non-press people to your 
conference, prepare special ma- 
terial for them. 


] Merchandise 
your program 


During the press conference it 
is a good idea to display a large 
printed showcard listing the entire 
program. Every person in attend- 
ance will thereby know the entire 
presentation, that it is on a strict 
schedule and no one in your audi- 
ence will be distracted by others 
trying to anticipate your next 
move. If you do not use the show- 
card method for presenting your 
program, then include a mimeo- 
graphed sheet of it with your kit. 


16 Organize carefully 


The next step is to proceed with 
introducing your product, demon- 
stration, discussion of policy 
change, or tour of your new plant. 
Qualified and thoroughly briefed 
individuals, preferably key person- 
nel, should be in charge of this 
phase of your conference. 


1] Hire a photographer 


Have a_ professional photog- 
rapher at your conference. Make 
sure, within the limits of good 
taste and common sense, that he 
understands he is working for you 
and that he is to take pictures only 
on your request. A preliminary an- 
nouncement should be made to the 
press to check with certain of your 
clearly identified company person- 
nel to arrange for any special 
photographs. 

Arrange with the photographer 
for the immediate processing and 
delivery of all special photographs 


to the individuals requesting them. 


1 Include questions 
and answers 


Upon completion of the formal 
presentation, tour or demonstra- 
tion, follow up with a question- 
answer period. Next, collect all 
special request cards for editorial 
matter. Time permitting, you 
might announce a second chance 
for final picture taking. Allow about 
30 minutes for the taking of such 
after-thought pictures. 


19 Close on time 


If nothing else is planned, thank 
the press representatives for at- 
tending and close off your confer- 
ence on_ schedule. Otherwise, 
transport your party as conven- 
iently as possible to wherever you 
are going to take lunch or dinner. 
For a refreshing change, it is recom- 
mended that no lengthy speeches 
be made before, during or after 
the meal. If you have a mixed 
audience, try to plan some suitable 
seating arrangement in advance so 
the people will be comfortable 
conversationally throughout their 
meal. As for the meal itself, make 
sure that the food is good. A poor 
meal can dull an otherwise pro- 
fessional and successful presenta- 
tion. Again, common sense, good 
taste and tact must guide you. 


Stick to one 
? objective 


Never attempt to use a press 
conference for selling anything 
other than the purpose of the con- 
ference itself. Keep it ethical. This 
applies to both host and guest 


Public relations is as essential as 
a good product is to a manufac- 
turer. Every organization needs 
both if growth, progress and profits 
are to follow. A well planned press 
conference can assist immeasurably 
in that growth by helping to 
properly establish or picture your 
organization and the personnel who 
make it. Just make sure that you 
plan your conference carefully, 
train your conference personnel, 
and that you have some real news 
behind your invitation. Press con- 
ferences can help to make your 
company better known, better 
liked and better understood. m/m 
































How to select the right land 


for a new building 


Companies have wasted huge sums by picking the wrong piece 


of ground for a new plant, warehouse or office. A tract 


may look good, but hold huge hidden costs. Another site that 


seems undesirable may be a better bet. Here are the things to look for. 


By A. Carl Stelling, Site Planning Consultant 


ues «Big dollars are at 
stake when you select a site—the 
specific plot of land—for a new 
plant, warehouse or office. 

The wrong selection is likely to 
lead to budget-breaking extra costs 
and delayed construction sched- 
ules—plus any number of other 
costs that may recur for years to 
come. 

The right selection, on the other 
hand, can add greatly to the profit 
contribution of the new building. 

Selecting the general geograph- 
ic whereabouts for your new build- 
ing is a decision based largely on 
factors that you know best—such 
things as markets, raw material 
supplies, labor and power availa- 
bility, and transportation. But 
when you come to narrowing down 
to the specific parcel of ground, 
you are then dealing with ques- 
tions that are probably outside the 
scope of your own experience re- 
quiring specialized knowledge,— 
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topography and geology, for ex- 
ample. 

When you are dealing with 
specialized problems like advertis- 
ing, taxes and law, you probably 
call in expert counsel. By the same 
token, when you are selecting a 
plant site, you need expert counsel. 
Trying to do it yourself can be 
costly. 

For example, the president of 
an eastern food processing com- 
pany personally selected the site 
for a new warehouse. It was within 
easy trucking distance of markets. 
Construction went smoothly, and 
the president was delighted with 
his acquisition. It was not until the 
first winter that he realized his 
mistake: the site subjected the 
building to an extreme north ex- 
posure. Heating bills were high; 
snow removal costs far exceeded 
estimates, and the president real- 
ized that the problem would be a 
recurring one, 


Sooner or later in your search 
for a site, you find yourself in- 
specting a specific plot of ground. 
You are usually accompanied by a 
guide—a realtor or representative 
of the local development board. 
From your guide’s description, ev- 
erything seems perfect, but how 
can you be sure? What could be 
wrong? What should you look 
for? 

The variables in industrial site 
selection are too numerous for a 
rigid formula or easy rule of thumb. 
There are, however, some guide- 
posts to watch for. In the most 
general terms, the site selection 
guide might read like this: 

Analysis of topography, geology 
and location of the site, and an 
estimate of probable future devel- 
opment in the area will lead to 
selection of the best possible site. 

Here are some recommendations 
that will help you apply this rule 
profitably. 
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TOPOGRAPHY 


Look over the site: Look for 
water problems. It’s a good idea to 
make your site inspection on a 
rainy day. Large areas of standing 
water indicate that the soil is poor 
and that subsurface drainage prob- 
lems can be expected. 

Drainage can involve major site 
development costs, so avoid a site 
that is a natural low point. Look, 
instead, for a site with a slightly 
convex surface, with the high point 
where you want to build. This sur- 
face will direct storm water away 
from the building. 

Since public relations is an im- 
portant aspect of your move into a 
new community, be sure that adja- 
cent properties will not be dam- 
aged by storm-water run-off result- 
ing from your site development. 
Adequate provision for storm sew- 
ers, easements across adjacent 


property, and careful grading will 
avoid many problems. 

Study the needs of the commu- 
nity in terms of storm sewers, sani- 


GEOLOGY 


Look under the site. To the 
trained eye, the surface of a site 
may indicate a great deal about 
what lies below. It has already 
been mentioned, for example, that 
standing water and rock outcrop- 
pings provide valuable clues to 
subsurface facts of vital impor- 
tance to potential purchasers. 
There are usually many other such 
tell-tale surface features. 

For an industrialist about to 
make a major capital investment, 
however, clues are not always 
enough. To predict his construc- 
tion costs accurately, he must know 
the subsurface facts, themselves. 
And there is only one way to es- 
tablish these facts—to go down to 
where they are. 

Site engineers most frequently 
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tary sewers, roads and utilities ad- 
jacent to the site. Often an indus- 
try can achieve its own purpose 
and generate extensive goodwill by 
careful coordination of plans for a 
storm sewer within its site so that 
it will also take care of drainage 
from a town road, for example. 

If the site is on a slope, avoid a 
northern exposure. 

Don't be hasty in rejecting a 
wooded site. Compare its price, 
plus your cost of clearing, with 
that of comparable open acreage. 
Wooded areas generally experi- 
ence less surface water run-off, and 
the woods can often be advantage- 
ously used to screen adjoining 
properties. The wooded site—if 
sound in other respects—may save 
you money. 

Be wary of large rock out- 
croppings or high knolls. They 
may indicate a rocky subsurface, 
which would add greatly to your 
excavation and foundation costs. 

The cost of improving “bargain 
land,” such as swamps and rocky 
hillsides, may outweigh the sav- 
ings. Consider your total cost, 





“go there” by means of test borings. 
These borings show graphically 
where rock (if any) is located, 
whether the groundwater table is 
low or high, whether the soil will 
drain easily and whether there is 
sufficient topsoil to stabilize the 
ground surface after construction. 
They provide, in effect, a cross 
section of the property. 

Saving the cost of test borings, 
even when a site appears to be 
perfect on the surface, is risking 
dollars to save pennies. Many con- 
struction budgets have been 
drained by costly errors which 
borings could have prevented, and, 
on the other hand, borings have 
frequently led to savings of many 
times their cost. 

A case in point is provided by 
the experience of an _ industrial 
warehousing organization in the 
South, seeking a site for a highly 


for acquisition and development. 
There is often a good reason why 
large areas of land remain unde- 
veloped in a growing community. 

It is a good idea, before you 
buy, to look over a site literally. 
Check the prevailing winds and 
make sure the site is not subject 
to annoying odors. If your own op- 
eration produces such odors, deter- 
mine whether or not your smoke 
and odor control measures are ade- 
quate. If not, you may be faced 
with a public relations problem. 

An important factor to consider 
in evaluating the site is the amount 
of usable acreage it offers for de- 
velopment. If your operation re- 
quires access to water, power or 
transportation facilities, for in- 
stance, you may find that the pur- 
chase of easements or rights of 
way will save the cost of buying 
considerable “dead” acreage. Re- 
member, however, that your busi- 
ness may continue to grow, and 
this site should provide room for 
such growth without need for fur- 
ther expensive relocation in the 
near future. 


profitable unit. The only suitable 
location was a flat, swampy site. 
Because of the swamp conditions, 
however, it appeared that subsur- 
face drainage costs would be pro- 
hibitive and that the project would 
have to be abandoned. 

Before this action was taken, a 
site engineer was called on to in- 
vestigate alternate means of site 
development. He recommended a 
series of test borings, which showed 
that the swamp conditions were 
caused by a clay barrier just below 
the surface. With this information, 
he proposed a simple form of sur- 
face drainage at a substantial sav- 
ing over the previous estimate. 

The company agreed with this 
plan and purchased the site. Drain- 
age and construction costs fell 
within the predicted ranges, and 
the unit was quickly placed into 
successful operation. 





Turn page for additional site selection pointers 





























LOCATION 


Look around the site. The rela- 
tionship of your plant to the com- 
munity in which it is located will 
have a major effect on its success. 
Before making a final determina- 
tion, it would be well to check 
with the appropriate state develop- 
ment commission. This agency can 
usually offer a wealth of valuable 
data relating to the general area 
and the specific community. 

If your acreage requirements 
are large, price and _ availability 
factors may require you to seek a 
site at a distance from the center 
of the community. Before making 
such a selection, be sure to check 
public transportation service and 
roads providing access from the 
center of your labor supply. Statis- 


tics show that in each labor market 
area there are definite limits to the 
commutation time workers will ac- 
cept. Beyond this point, you may 
have difficulty recruiting. 

Also, as you get farther from 
public transportation systems, you 
will require greater area for em- 
ployee parking. In addition, your 
own maintenance and repair work 
may have to be increased when 
you get beyond the range of serv- 
ice facilities in town. 

Convenient access to major 
transportation arteries will usually 
allow savings in both delivery time 
and employee travel time. Many 
northeastern companies have 
found, for example, that a round 
trip on the new, 130-mile Connec- 
ticut Turnpike saves approximately 
5% hours over previously existing 
routes. In addition to considering 
existing rail, road and air facilities, 
it is wise to check with the state 





development commission about 
plans for future arteries. 

Location near a major highway 
interchange has definite advan- 
tages. In addition to increasing the 
area from which labor can be 
drawn, it provides great flexibility 
and efficiency in delivery. 

In many industries, it is extreme- 
ly useful to be located near other 
companies in the same or allied 
fields. In the electronics industry, 
for example, a parts manufacturer, 
assembly organization and _ pack- 
ager make congenial—and profita- 
ble—neighbors. Similar relation- 
ships apply in countless other in- 
dustries. 

An area with such existing firms 
is also likely to have a greater 
source of labor skilled in your spe- 
cific field. The increasing growth 
of industrial parks offer great op- 
portunities for this type of develop- 
ment. 


THE FUTURE 


Look into the future. When you 
buy a site, be certain that it will 
provide not only for your present 
requirements but also for your fu- 
ture needs. 

Proximity to major markets and 
a good price led an expanding elec- 
tronics firm to locate at the edge 
of a major city a few years ago. 
There, on a comparatively small 
tract, the firm erected its new 
plant, which required nearly 100% 
utilization of the site. The company 
had expanded successfully but 
could not grow further without the 
major expense of another reloca- 
tion. 

The future development of the 
community will have a direct bear- 
ing on your company’s growth. 
Check with the local authorities 
to determine what controls exist 
or are proposed to regulate this 
development. Make certain that 
you understand any applicable 


local zoning ordinances, building 
codes and sanitary regulations. 

If you employ a large labor force, 
find out whether local zoning will 
protect you from such commercial 
operations as hastily built shopping 
strips, restaurants and gasoline sta- 
tions. Such operations occupy small 
lots, usually resulting in poor traf- 
fic flow and inadequate parking 
facilities. If you have located out- 
side of town to avoid the costly 
delays of traffic jams, such develop- 
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ment is likely to bring them to 
your gates. 

There are no “test borings” for 
probing the future of a community, 
but you can make educated guess- 
es on the basis of its planning pro- 
gram, tax structure, population 
characteristics and trends, commer- 
cial structure and related factors. 
A community which is intelligently 
planning for its future growth 
through such programs is likely to 
offer any new firm the best guar- 
antees of a stable economy with 
adequate provision for meeting 
future needs. 

Here is a final admonition in pro- 
per site selection: 

Call on a specialist. There is no 
short cut to the selection of a site 
for expansion. Despite the helpful 
site information provided by able, 
aggressive local development 
boards, you should always make 
your own investigation. If some- 
one is willing to spend large sums 


(Continued on page 75) 
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Let the seller beware ... 


Your product is unsafe! 


“It wasn't our fault!” is no sure defense against damage 


claims in accidents involving your work or products. As 


these cases prove, the degree of negligence that must be 


proved against you is often slight. Insurance now may 


save you later embarrassment—and loss. 


By John J. Savage 


Assistant Manager, Pacific Coast Branch 


National Bureau of Casualty Underwriters 


San Francisco 


ees A woman wore 
a glazed, double-netted dress to a 
cocktail lounge where it caught 
fire and enveloped her in flame. In 
a court action, the manufacturer 
was held liable for selling the dress 
without specific warning that it 
was inflammable. 

In another case, a person was 
injured when a porch railing col- 
lapsed. The contractor who had 
built the porch 20 years earlier was 
held liable for defective construc- 
tion. 

These cases reflect a significant 
fact: business firms are being held 
increasingly liable for damages re- 
sulting from their products and 
services. At both the national and 
state levels, new statutes have been 
created to protect the public. Even 
regardless of fault in many cases, 
the courts have strained to find 
reason to reimburse injured cus- 
tomers. 

The law of negligence as it was 
conceived 20 years ago is virtually 
antiquated now. The theory of 
caveat emptor or “let the buyer 
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beware” has been changed to cav- 
eat vendor, “let the seller beware.” 

Even for firms that make or sell 
supposedly “harmless” products, or 
offer services that seem to contain 
no intrinsic danger, product lia- 
bility insurance coverage is becom- 
ing a business necessity. 


Types of action 


Two legal remedies are available 
to a person who alleges to have 
been damaged because of goods 
or services. The first is in tort; the 
second is in contract. The selec- 
tion of the legal action depends 
on the court jurisdiction and also 
on which of the two remedies of- 
fers the better chance of recovery. 

A tort, as distinguished from a 
crime, may be defined as a private 
or civil wrong to a person or his 
property. In order to recover dam- 
ages, the plaintiff must establish 
negligence. In many cases, how- 
ever, the degree of negligence 
required is not necessarily sub- 
stantial. There are federal and 
state laws applying to certain pro- 
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ducts which go far beyond the 
normal concepts of negligence. 

An example of a tort action is 
the case of a store that was held 
liable for selling a stove polish 
negligently described as safe for 
hot stoves. The daughter of a pur- 
chaser used the product on a hot 
stove and it exploded. 

In this same case, damages 
could have been afforded through 
a breach of contract action. This 
type of legal remedy rests upon a 
breach of warranty by the vendor 
as to the character, quality or sub- 
stance of his products or services. 
An express warranty is created by 
explicit statement by the vendor; 
an implied warranty is one raised 
by law as to the fitness of the 
product or service for the intended 
purpose. 

Thus, where a customer pur- 
chased a loaf of bread containing 
a pin which caused injury, the de- 
fendant grocer was held liable be- 
cause of breach of warranty as to 
the fitness of the bread. 

In another case, a building ma- 
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terial dealer was held responsible 
for damage which resulted because 
building materials sold were not 
equal in quality to the sample 
which formed the basis of the sale. 


Kinds of protection 


What kind of protection is af- 
forded by product liability insur- 
ance. There are, of course, certain 


restrictions. Essentially, however, 
this kind of insurance offers you 
the following: 

It covers your legal liability for 
bodily injury and property damage 
sustained by the public because of 
accident arising from your goods, 
products, operations, or services. 
Bodily injury, of course, includes 
death; property damage includes 
loss of the use of the property. 

You get this protection on goods 
or products manufactured, sold, 
handled or distributed by your 
company, or by others trading un- 
der your company name. However 
you get this protection only when 
the accident occurs away from your 
own premises and after you have 
relinquished the product into the 
possession of another. 

Product liability insurance also 
covers your operations, usually em- 
bracing contracting services, if the 
accident occurs away from your 
premises and after the operations 
have been completed or abandoned. 

A key exclusion of product lia- 
bility insurance is that it does not 
cover damage to the product it- 
self, or the completed work, out 
of which the damaging accident 
arises. It is not the function of this 
insurance to cover replacement of 
the product or the completed work. 
These represent a business risk that 
insurance companies do not care 
to take on, for self-evident rea- 
sons. 

For example, suppose a_ boiler 
manufacturer is held legally liable 
because a defective boiler explodes 
causing damage to surrounding 
property. Product liability does not 
cover replacement of the boiler, 
which is a business risk, but does 
cover damage to the surrounding 
property. 


Limits of protection 


There are also limitations in the 
amount of protection. For bodily 
injury, the basic limits are $5,000 
for each person receiving bodily 
injury as the result of one accident. 
Subject to the per person limit, 
there is usually a total limit of 
$10,000 for injuries received by 
two or more persons as a result of 
one accident. This is further sub- 
ject to a so-called aggregate limit 
of $25,000 which represents the to- 
tal bodily injury amount payable 
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during an annual policy period. 

For property damage, the basic 
limit is $5,000 damages for injury 
to or destruction of property as a 
result of any one accident. This 
is further subject to an aggregate 
limit of $25,000 for all damages 
payable during an annual policy 
period. Additional limits of pro- 
tection, usually purchased in mul- 
tiple amounts, cost relatively little 
additional premium. 

Premiums are usually figured on 
the basis of each $1,000 of sales for 
tangible products, and each $1,000 
of receipts for services. A manu- 
facturer or vendor will pay a prem- 
ium based on total sales and a 
contractor will pay a premium 
based on his contracting or service 
operations. 

Obviously, not all products and 
services entail the same _ hazard. 
For this reason, there are many 
classifications carrying their own 
rates for different products or 
service operations. The manufac- 
turer of cosmetics, for example, 
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PHOTOSTAT CORPORATION 


Sales-Service Office 
can serve you!.... 





ALL USE 





Photostat Corporation with 
offices located throughout 
the United States and 
Canada offers “package” 
service in Verifax supplies 


pays a higher rate premium than MATERIALS for any of the four avail- 
the corner grocer. The actual pre- able copiers illustrated. 
miums paid by different classes of Their trained personnel 
business (see box) are developed offer complete instruction 
on the loss experience for each and service for most effi- 
classification. Sieg 4 cient operation . . . wher- 

The specific technicalities of ; "evs" x hae ever you need them, at 
product liability insurance that $225.00 home office or branches. 


apply to your company can be de- 
tailed only by a qualified insur- 
ance counselor who is familiar with 
your needs. His advice may save 
you from unexpected embarrass- 
ment—and loss. m/m 
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Bantam 
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F.O.B. Rochester, 
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Each model will make up 
to 5 completely dry copies 
in one minute. Copies can 
be on white paper, card 
stock or office forms. You 
can make translucent “mas- 
ters’’ for white print 
machines . . . even make 
an offset master in one 


ABOUT minute, using low cost 
THE adapter. 
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See these practical Verifax 
Copiers at any Photostat 




















we Sales-Service Office today 
$148.00 Del. or write direct to us for 
; the address nearest you. 
John J. Savage has been with the y 
National Bureau of Casualty Under- PHOTOSTAT 
writers for 12 years, serving as assist- 
ant manager of the Pacific Coast CORPORATION 
branch for 10 years. He serves on the Winisues aa” 
faculty of Golden State College, 10” x 16” NEW YORK _ puorostat 
teaching various insurance courses. $425.00 Del. is the 


Among still other teaching and pro- 
fessional affiliations, he serves as al- 
ternate arbitrator of the Surplus Line 


Association of California. VERIFAX 15 A TRADEMARK 
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The first book on scientific inventory control written 


for the practical operating man 


HERE IS THE FIRST and only book on 
mathematical inventory control writ- 
ten for the man who must do the job 
himself. It is not a text book—nor is 
it a theoretical study. Instead, it 
plunges directly into the heart of your 
problem—HOW MUCH to make or 
buy, and WHEN to make or buy it. 

Scientific Inventory Control shows 
how modern business mathematics 
can give you the answers to these 
questions—but you don’t have to be 
a mathematician to read and use this 
handbook. 86 _ easy-to-understand 
tables and figures “lead you by the 
hand” through proved-in-use formulas 
that are now being used to control 
inventory in dozens of well-managed 
firms. 


SLASH THE COST OF 
CARRYING INVENTORY 
with this remarkable ‘how-to’ book > 


You will find valuable guides on 
how to establish the proper safety 
margins to avoid out-of-stock situa- 
tions . . . how to evaluate the quality 
of lead-time data . . . how to com- 
pute order quantities when usage is 
variable . . . . how to handle the 
quantity discount problem .. . . how 
to make a scientific inventory study. 
And you'll understand the practical 
language because Scientific Inventory 
Control was written by a practical 
operating man—Evert Welch, Direc- 
tor of Procurement, Aeronautical Di- 
vision of Minneapolis-Honeywell. 


Don’t pay unless you’re satisfied 


You can prove to your own satisfac- 
tion that this new book will save you 


AON 








ma 





money—without risking a cent. Glance 
at the table of contents below. If the 
subject matter seems to fit your firm’s 
problems, fill in the coupon below or 
the order card bound into ths issue 
of MANAGEMENT METHODS. 


We will send you your copy of 
Scientific Inventory Control promptly. 
Examine the volume for 5 days, test 
out a few of its formulas, satisfy your- 
self that you can use it profitably to 
reduce inventory levels. Then, if you 
are completely satisfied, send us a 
check for $12.50. Otherwise, return 
the book without obligation. 





Reconciles the 
conflict between 
production and 
procurement 





You've heard the argument between production and purchasing men. 

The purchasing department says: “Why can’t we buy in larger quantities . . . why 
must the requisitions for the same item be placed repetitively!” 

The production department says: “Why can’t Purchasing understand that inventories 
cost money ... that profits result from inventory turnover?” 

Scientific Inventory Control will reconcile these two po'nts of view in the only positive, 
practical way—with mathematical proof that can be readily understood and applied to 
standard material items as well as items subject to frequent change. 
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only a partial answer to satis- 
factory inventory  perform- 











formulas are advantageous in 
the determinations that create 
inventory, and why the usual 
approaches may fail. 
Chapter II—distribution - by - 
value in inventory How to an- 
alyze inventory in terms of 
relative annual usage to prop- 
erly allocate emphasis to var- 
ious parts. 

Caner Wm — wentes and 
safety stocks How to identify 
the two segments of any in- 
voueerx! stock for e and 
prot on against stockout. 
pon = eon rd quantil, y 
P ‘° @ order Y 
decision How to make cost re- 
ductions in working inventory 
without making the usual cost 
studies of carrying inventory 
or order placement. 

Chapter V—the usual approach 
to scientific order for- 
mulas How to derive the stand- 
ard formulas from cost data 
and how to determine the 
proper values for that data. 
Chapter VI — order quantity 
formulas, tables, graphs, nom- 
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of tools for order quantity de- 
termination. 

Cc ter VII — order antity 
pen oo ol under vastabie unit 


costs or a discounts 
How to modify order quantity 
decisions where there are tool- 


ing or setup charges or where 
the price changes at fixed 
quantity discount points. 
Chapter VIII — order quantity 
formulas under variable usage 
How to use order formulas 
where the projected usage is 
a variable. 

Chapter IX — order quantity 
and the electronic computer 
How the computer of the fu- 
ture will make analyses. 
Chapter X — scientific order 
quantity summarized How to 
anticipate some problems of 
scientific order formula. 


Chapter XI — an introduction 
to scientific reorder point the- 
ory Why the reorder point de- 
cision is important in inven- 
tory and how it creates a buf- 
fer stock for the reduction of 
inventory failures. 





int problem How to evaluate 
eadtime data in the determi- 
nation of reorder points. 


Chapter XIII—the importance 
of usage in the reorder int 
problem How to evaluate 
usage data in the determina- 
tion of reorder points. 

Chapter XIV—The importance 
of order frequency in the re- 
order point. problem Why 
stock failures as a percentage 
of the number of orders is 


ance, 


Chapter XV—safety stock for- 
mulas and applications How to 
prepare a formula for manual 
or data computer use and for 
over-all improvement of inven- 
tory performance. 


Chapter XVI — making an in- 
ventory study How to make 
use of scientific principles in a 
typical application to a simple 
inventory. 
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. NCE A YEAR the Systems and Pro- 
cedures Association of America holds 
| a 3-day inter-nation meeting at which 
they review their most recent efforts in the 
H control of administrative overhead. Each 
talk, each seminar, is carefully recorded, 
transcribed and edited for the benefit of 
members who are unable to attend. The final 
product is a 512-page hardbound and in- 
dexed volume of practical solutions to ad- 
ministrative problems. 


| 
i 
| 
| 
| Again this year SPA has over-printed a very 
| limited number of copies for non-member 
| executives. We have obtained exactly 500 
copies for distribution and sale to the read- 
| ers of MANAGEMENT METHODS. Be- 
| cause we are so confident that this book can 
| help you slash overhead and streamline the 
efficiency of your operations, we are able to 
make this unusual offer: 
| 


SEND NO MONEY. TAKE 10 DAYS 

TO EXAMINE IDEAS FOR MANAGE- 

MENT AT YOUR LEISURE. UNLESS 

YOU OBTAIN AT LEAST ONE COST- 
| CUTTING IDEA IN THAT PERIOD, 
RETURN THE BOOK WITHOUT 
| OBLIGATION. 


| HOW THIS BOOK CAN HELP YOU 


| Unlike most books on administrative and 
| management subjects, IDEAS FOR MAN- 
| AGEMENT is mot a text. It deals almost 
| exclusively in terms of end results— the 
practical, down-to-earth experience of the 
men who are pioneering cost-reduction 
techniques for America’s largest firms. 


Here, for example, is a partial list of the 
subject areas covered: 


>» Design for Controlled Professional 
| Development 


>» Management's Use of the Systems 
Function 


p> Forms — Design & Control 


> Measuring Clerical Performance 
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A REMARKABLE OPPORTUNITY 


FOR THE EXECUTIVE CONCERNED WITH 
THE REDUCTION OF OPERATING COSTS 


Again this year you can share with this select group of methods 
| and administrative engineers their annual review and analysis of the 
most significant cost-cutting methods developed in the last 12 months. 


All New 1958 Edition of 10th Annual Meeting of 
the Systems & Procedures Association of America 


p> Correspondence Management 


> An EDP Application at General Petro- 
leum Data Processing Center 


>» Bank of America’s Data Processing 
Progress 


> Report on General Electric’s Data 
Processing Installation 


> Developing an Electronic Approach to 
Cost Accounting 


» EDP — Production Control Application 
p> A Survey of Electronic Computers 


> Operations Research Technique Applied 
to Systems Work 


> The New Technique of Organization 
Engineering 


> Work Measurement & Standards 
> Cost Reduction and Cost Control 
IN ADDITION, at this year’s annual meet- 


ing two new ideas-sessions were presented 
and transcribed for inclusion in the book: 


1) The Systems Panorama — a management- 
eye view of new systems developments, 
designed for the top executive or for the 


systems man whose responsibilities in- | 


clude general administrative control. 


2) The Systems Managers Seminar—a re- 
appraisal of the day-to-day problems 
facing Managers of Systems Departments 
— “How do I train a systems analyst?” — 
“How to Plan, schedule, and justify 
systems work?” — “How to maintain an 
effective staff organization.” 


_| Bilme| | 


HOW TO ORDER— Write on your letter- 
head or use the coupon below. Orders will 
be filled on a first-come first-served basis. 
After you have examined IDEAS FOR 
MANAGEMENT and feel fully satisfied 
that it will immediately help you reduce 
overhead costs, send us your check for 
$16.00. If in your judgment it does not jij 
meet our promise, merely return it. No i 





obligation. | 





[oe a 
| Management Publishing Corporation 
| Room 6—22 West Putnam Avenue 

1 Greenwich, Connecticut 


Please send me a copy of “Ideas for Man- 
| agement” for a FREE 10-day examination. 
Within 10 days | will either send payment for 
$16, or return the book without obligation. 


| Name —— _ 
| Firm —— 

I Address ——— 
| City -— 

| State 


Zone 


Bill my company th 
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Modern-Flow Lockers with their ‘years 
ahead” styling and construction make 
them your best buy by far. You'll find 
that they have an extra rugged pilfer- 
proof construction . . 
free of unsightly nuts and bolts . 

and assemble six times faster than con- 
ventional lockers. You owe it to your- 
self to compare them feature-for-fea- 
ture with any other locker at any price. 
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615 Prairie Avenue, Aurora, Illinois 
Manufacturer of World’s Finest Steel Shelving . . . Parts Bins . 
Drawer Units . . . Lockers . . . Carts . . . Work Benches. 
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VARY-TALLY 


gives you as many counters 
as you need for control 
of product-uniformity 







Production figures by 
types of units . . . compara- 
tive test results . . . inven- 
tories, estimates, traffic and 
quality control checks... | 
basic business data of all kinds is readily obtained with | 
Vary-Tallies that are assembled to your | 
exact needs. Spacious key oneach counter | 
makes “‘keyboard counting” easy, fast, ac- 
curate. For bulletin and prices, write: 


VEEDER-ROOT INC. | 
HARTFORD 2, CONN. 


(For more information, see last page) 


BOOK REVIEW 


avoid 


PITFALLS OF 
DELEGATING 


How to 


You may think you have delegated authority in 
a constructive way. But think again. Have you 
hindered imaginative decision-making by set- 
ting up too many rules, or by a record of subtle 


punishment when subordinates err? 


THE ADMINISTRATIVE PROCESS, by Robert H. Roy. 
The Johns Hopkins Press, Baltimore. 1958. 236 pp. $5. 


MN When somebody delegates, it’s no 
good unless he delegates all the way. 

This is one of the themes recorded by Robert H. 
Roy in his new book, The Administrative Process. 

The first step in sound delegating, he indicates, is 
to overcome the common reluctance to relinquish au- 
thority. For many executives, this can be a severe 
problem, causing a good deal of personal anguish. 
But even when this psychological hurdle is passed, 
there are other pitfalls to trap you. The two principal 
pitfalls, says Author Roy, are: 

1. The kind of rule-making that hobbles subordi- 
nates’ decision-making. Company rules, with their 
impersonal rigidity, can inhibit judgment at all levels. 

2. Punitive treatment of subordinate error. Punishing 
a subordinate, directly or indirectly, for a mistake in 
judgment may not only prevent him from making bad 
decisions in the future; it may discourage him from 
making any decisions at all. 

Robert Roy is dean of engineering at Johns Hop- 
kins University, Baltimore. He is a former labor ar- 
bitrator and one-time vice president of the Waverly 
Press, Baltimore. 

Together with the problems of delegating, Author 
Roy’s book covers a series of basic business adminis- 
tration problems. His concern is with “attributes of 
administration which appear to be neglected in prac- 
tice and to have escaped analysis.” Covered in the 
book, which is written with wit and polish, are such 
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topics as executive overload, morale, staff organiza- 
tion, operations analysis, forecasting, planning, com- 
munications, criteria for decisions, and a critical 
chapter on statistics titled “Deification of Numbers.” 
(See boxes for representative quotes.) 

Administrator Roy says that his advice on delegat- 
ing is not quite as obvious as it may sound, and he 
offers these examples to prove it. 


Responsibility vs. rules 


A printing firm understandably enacted a rule that 
when a paid holiday fell on a Tuesday or Thursday, 
holiday pay would be withheld from any employee 
absent the day before or the day after the holiday. 
Shortly after the rule was made, late in World War 
II, July 4 fell on a Sunday, making Monday, July 5, 
a paid holiday. A printer was absent the next day, 
Tuesday. When he reported for work on Wednesday, 
he told his foreman that a telegram had arrived on 
Monday reporting the death of his son in Okinawa. 
His wife had collapsed, he said, and he had stayed 
home Tuesday to take care of her. The foreman was 
sympathetic, but had been conditioned to follow com- 
pany’s rules blindly. He withheld the worker’s holiday 
pay, making no protest against the rule’s rigidity. 

“In the environment of administration,” says Roy, 
“rules covering all contingencies are impossible to 
state. Attempts to write such rules will not only fail 
in their purpose but will violate equity and stultify 
delegation as well. 

“A framework of rules within which subordinates 
are free to decide for themselves will serve the ends 
of sound administration and abide by the old and 
sound adage, “The more law the less equity.” 


Backed up and chewed out 


A bad decision, says Roy, is bound to be made 
sooner or later by anyone granted a measure of au- 
tonomy by his superiors. And the way his superior 


On planning 


«é 


. one of the evils of modern society 
is too much worship of organizations and 
of the god of efficiency, and too little rev- 
erence for the creative satisfactions of 
work for the individuals who perform it.” 
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responds to the error will determine the decisiveness 
of the subordinate in the future. In fact, Roy believes, 
it may do more than anything else to either pre- 
serve and cultivate—or destroy—sound delegation. 

This isn’t as obvious as it sounds either, he writes. 
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‘'SANFOR 


ON THE ST. JOHNS RIVER 


FLORIDA 


This friendly small city is 
opening its arms to industry. 


@ Plenty of desirable factory sites — at 
bargain prices — including railroad sid- 
ing property. 

@ Plenty of industrial water. 


@ Plenty of local labor— capable and 
willing. 


@ Plenty of homesites at low budget 
prices. 


Plus 


2 Barge water transportation to Jackson- 
ville. 


@ Local and State Government coopera- 
tion. 


@ Joys of small town living — fishing, 
boating, golf, with plenty of sunshine. 


@ 40 miles to Daytona Beach — 30 miles to 
New Smyrna Beach. 


VY Check Sanford for a bright future. 


Be our guest for a day or 





two and see for yourself. 


CHAMBER OF Couey 


DEPT. 4, SANFORD, FLORIDA 





(For more information, see last page) 
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Bentson units are compact and sturdy in 
relirtiatlaiiols modern yet functional 
, in colors that harmonize with any 
office decor! They look better . . . last 
longer—because they are made better! 
Only Bentson gives you Perma-hush con- 
struction 
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Double pedestal desk 


Pedestals completely sound 
with full filler on 8 


proofed 
y 
overhang; top size /6 x R 


40 Overhang and color 


variations available 


einforced framework 

Four channel top support 

Nylon glides for quiet 

smooth operation 

Removable slides for « 
erchangeability 

Heavy gauge stee 


tion throughout 


2133-D 
Space-maker 





Double pedestal 60''x30 sec 

retarial desk with personal 

storage drawer Three box Unique extra storag 
storage drawers standard equip drawer in normally un 
ment for right pedestal. Avail used space provides for 
able or can be field converted personal storage or extra 
into a right pedestal model record filing Available 


with either right or left 








Sturd) fling Pal cate Constructed to withstand the 
y abinet 

for practically any office most rugged use; six vertical 
requirement Unlimited welded relate tains reinforced 
drawer openings-“6Uter shell 


drawer arrangements in 
interlocked and welded life 


both legal and letter size 
time cradle suspensions. Here’: 


designed efficiency 


cabinets 





FREE full line catalog helps you plan your exacting office 
requirements. Write for yours todayl 


The BENTSON 


MANUFACTURING CO 
AURORA, ILL 
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“We have, in many organizations, deeply ingrained 
notions about ‘backing up’ executives. Let a foreman 
unjustly discharge an employee, and he will be 
‘backed up’ by making the discharge stick—but the 
foreman will be ‘chewed out’ for his action. Let a 
buyer increase his stock by volume purchases when 
he should be buying short and the company will 
‘back him up’ by accepting the goods and paying the 
bills, but the boss will ‘blast’ him as a stupid ass for his 
decision.” 

Natural as these reactions may be, and desirable in 
some instances, the usual result, says Roy, is to keep 
the foreman from using his authority, even when he 
should, and to convert the buyer into a market place 
mouse even though the boss does not deprive him of 
his power. 

Roy’s examples, however unusual, still carry the 
point: 

“There are executives, many of them, who continu- 
ally correct, redress, modify, alter their subordinates 
decisions in a punitive and finicky way that effectively 
robs them of autonomy.” 

The answer, says Roy, can be found in changing 
the executive point of view from one of punishment 
to one of education. The foreman should be reproved 
with an eye to helping him make a good decision the 
next time, and the buyer should be enlightened on 
the subject of company economy so that he becomes 
a better buyer. 


Need for power 


Although the author disqualifies himself from ex- 
amining delegation problems from the psychological 
standpoint, there are certain conclusions in his book 
that can be safely reached by anybody who sees 
management in action. 


eG nh eee eR. TO ” 
| On organization 
“Too often the notion persists that the | 
| lines and boxes of a chart represent a re- | 
ality than can be changed by re-arrange- 
ment on paper ... far too many [admin- | 
|  istrators] complacently mistake tranquil- | 
: ity for effectiveness and effectiveness for 
efficiency.” | 
| 

Ee ee er ! 


Executives who retain more authority than they 
should, observes Roy, do so for a variety of reasons, 
the most apparent of which is to enhance their own 
importance. Yet the executive who is able to let his 
subordinates make decisions, even those for which he 
will be held responsible in the long run, actually gains 
more stature in the eyes of the people whose opinions 
are important to him. 

For executives who don’t know when to delegate 
authority, Roy offers this guide: custom and need 
comprise the only realistic basis. 

“Like virtue and motherhood, everyone is in favor 
of ... participation, but too many mistakenly sup- 
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On executive overload 


| 
! | 
“There is only one solution and that is to 
| battle creed and conscience by learning to 
: say no.” | 

| 
on ali lee cance aaa Us aaa 


pose that this means organization-sponsored social 
activities . . . plus that other virtue, communication, 
wherein the boss is continually telling his subordinates 
what is going on... 

“If participation is good for organization effective- 
ness and efficiency . . . this good can only come from 
the real article, and that means decision-making down 
the line to that degree permitted by custom and 
need. 

“Because of restrictions placed by executives them- 
selves, this is more delegation than that presently to 
be found in most organizations.” m/m 





How to make accounting reports talk 


ACCOUNTING REPORTS FOR MANAGEMENT, by Ronello B. 
Lewis. Prentice-Hall, Englewood Cliffs, N. J. 1958. 


To the executive who seeks more effective ways for 
his accounting staff to summarize their efforts, this 
book may hold the answers. 

Written by a former controller for RCA and Olin 
Mathieson Chemical Corp., it is based on the premise 
that accounting reports contain a wealth of data for 
corrective action and future planning, but unless the 
report is inviting the benefits are likely to be over- 
looked. 

Lewis shows how to compile accounting reports that 
will command attention and interest, compel full read- 
ing and present the facts so crisply that the full mean- 
ing is immediately apparent. 

The book is divided into sections, covering each 
phase of the subject in detail. 


Mathematics and business 


STUDIES IN THE MATHEMATICAL THEORY OF INVENTORY 
AND PRODUCTION, by Kenneth J. Arrow, Samuel Karlin 
and Herbert Scarf. Stanford University Press, Stan- 
ford, Calif. 1958. 340 pp. $8.75. 


This work, written by three Stanford University fac- 
ulty members, is the first attempt to explore and clarify 


JUNE 1958 














SS 





be: 


SHELL OIL CO. saves precious end-of-month 
time with DENOMINATOR! 


Summary car-loading reports and other periodic data are 
now produced in shorter time—thanks to this modern 
means of rapidly classifying data without use of pencil 
or tabulation work-sheets. 


Use DENOMINATOR for your toughest sort-and-count 
problems. It takes out TEDIUM and puts in ACCURACY 
and SPEED! 


c ® Ask for demonstration or review of your tabu- 
lation problem — without cost or obligation. 
Write Dept. MM-83 


The DENOMINATOR COMPANY, Inc. 


261 BROADWAY, NEW YORK 7, .N 


‘ 
Manufacturers of Tabulating Machine for 40 ye 


(For more information, see last page) 





These World Famous Firms came to 
Pennsylvania and took advantage of 


“THE SCRANTON PLAN” 


¢ Chrysler Corporation 

¢ Daystrom, Inc. 

* Federal-Pacific Electric Co. 
* The Trane Company 

¢ Plus many, many more! 


Here's why: 


Market: 
Middle Atlantic, N.Eastern U.S. & Canada 
50,000,000 customers within 250 mile radius 
Labor: 
Abundant—Skilled—Productive 
Send for New “Scranton Labor Market Skill Survey” 
Utilities: 
Water, Power, Natural Gas 
Transportation: 


4 airlines, 4 railroads, 60 trucking lines 
Focal point of Federal highway program in NE U.S. 


SCRANTON HAS THE PERFECT SITE FOR YOUR NEW PLANT 


We will build a modern plant to your specs. You 
build your equity as you pay rent, and a provi- 
sion in your lease will let you buy your plant 
any time for the unpaid balance. Write today 
for details of ‘The Scranton Plan’. 


INDUSTRIAL DEPARTMENT 
SCRANTON CHAMBER OF COMMERCE 
SCRANTON, PA. 


“SCRANTON... The Key City in the Keystone State” 


(For more information, see last page) 




















Swifty, thrifty 
numbering 
machine 


Handles most every of- 
fice numbering job 
quickly, inexpensively. 
Automatic — consecu- 
tive, duplicate, repeat; 
6-wheel capacity. 
Sturdy frame, easy ac- 
tion, smooth operation. 
Prefixed letter wheel 
when desired without 
extra cost. 

















Nine stock com- 
binations, all at 
one low price! 


(For more information, see last page) 





HOW MUCH to make or buy 
WHEN to make or buy it 


a practical man’s 


approach to 


ECONOMICAL PURCHASING 





Now, the production-purchasing man has his own guide to mathematical 
inventory control — written by an author who telke his language. This 
is the first and only book on the subject designed for the man who 
must do the job himself. It is not a text book — nor is it a theoretical 
study. Instead, it plunges directly into the heart of your problem — 
HOW MUCH to make or buy and WHEN to make or buy it. 


SCIENTIFIC INVENTORY CONTROL 


by W. EVERT WELCH, Director of Purchasing, 
Aeronautical Division, Minneapolis-Honeywell 


168 pages, 82 x 11, illustrated, $12.50 
This book shows how modern business mathematics can give you the 
answers to “how much to buy” and “when.” But you don’t have to 
be a mathematician to read and use it. 86 easy-to-understand tables 
and figures lead you by the hand through proved-in-use formulas that 
are now being used to control inventory in dozens of well-managed 


firma. 
USE THIS COUPON TO GET A FREE 
10 DAY EXAMINATION 








| Management Publishing Corp. | 
Room 658, 22 West Putnam Ave., Greenwich, Conn. 

| Please send me a free-examination copy of SCIENTIFIC INVENTORY | 

| CONTROL. At the end of 10 days, I will either return the book, without | 
paying any money, or send you my check or money order for $12.50. | 

| MRS aa os sted tas hk Cae AOR A ae REG OR EOS EWE Mae cei eb a'de'e | 

| ES chad Bea as ir ea A tL rAd Dam le ee ee a 

| cies Foy WE Fo eee CAI ake aes TRARY LOE CSO eaws Fabs | 

: NS Rio G'S ia ieiats Sieh nsc.s'k an Pee ka Sa Re ad wiles osc es ss bined pecs | 

Bi NY 5 2 iy as to Sp reiaie «ss e's Bill my company................. | 
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general mathematical concepts behind efficient inven- 
tory and production control. The book consists of a 
series of academic papers, all interrelated, studied un- 
der a wide variety of practical, if hypothetical, situa- 
tions. The authors also review the historical back- 
ground of modern inventory theory, its nature and 
structure, along with a summary of their own ap- 
proaches to inventory problems. 

Methods of devising optimum solutions to produc- 
tion problems, including firm expansion, are covered 
in a separate section, as are stochastic inventory proc- 
esses and specific and explicit techniques for obtain- 
ing numerical solutions to problems of inventory. The 
mathematics used represent completely new develop- 
ments in the calculus of variations and the theory of 
stochastic processes. 


Human relations: 75 case histories 


CASES IN HUMAN RELATIONS IN MANAGEMENT, by Rich- 
ard P. Calhoon, E. William Noland, and Arthur M. 
Whitehall, Jr. McGraw-Hill, New York, 1958. 444 pp. 
$6. 


Three University of North Carolina professors have 
banded together in this book to present a total of 75 
illuminating case histories designed to help manage- 
ment improve its ability to analyze, decide and act in 
human relations problems. 

Many of the cases, which are thoroughly explained, 
were submitted by executives taking part in a special 
university executive program. The cases cited are full- 
scale, ranging in scope from those involving only a 
department to those which embroil an entire organiza- 
tion. They are not unique problems in the academic 
sense, but ones which frequently confront people in 
daily relationships in any organization, both business 
and government. 


Making changes for profit 


MANAGEMENT AND ORGANIZATION, by Louis A. Allen. 
McGraw-Hill, New York, 1958. 360 pp. $7. 


Designed to help management make organization 
changes for greater profit, this book, written by a long- 
time management consultant and college instructor, is 
a comprehensive, documented study of management 
policies and methods. 

The book is really an outgrowth of a three-year 
study of 168 outstanding firms. The study was con- 
ducted by the author for the National Industrial Con- 
ference Board. 

Actual company names and data are given in a re- 
view of the problems of decentralization, delegation, 
structure, staff and line relationships, reorganization 
and others. 

The author covers the field in depth as well as scope, 
offers some fresh material on management innovations 
in profit center management, and discusses in full divi- 
sionalization and why it has caused some firms to lose 
heavily. The role of the manager comes in for detailed 
review, as does his salary. 
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YOUR FUTURE [5 GREAT IN A 


GROWING AMERICA 





AMERICA ALWAYS OUTPERFORMS ITS PROMISES 


We grow so fast our goals are exceeded soon after they are set! 


7 BIG REASONS FOR CONFIDENCE IN AMERICA’S FUTURE 


1. More People—Four million babies yearly. U. S. popula- 
tion has doubled in last 50 years! And our prosperity curve 
has always followed our population curve. 

2. More Jobs—Though employment in some areas has fallen 
off, there are 15 million more jobs than in 1939—and there 
will be 22 million more in 1975 than today. 

3. More Income—F amily income after taxes is at an all-time 
high of $5300—is expected to pass $7000 by 1975. 

4. More Production—U.S. production doubles every 20 
years. We will require millions more people to make, sell and 
distribute our products. 

5S. More Savings— Individual savings are at highest level 
ever—$340 billion—a record amount available for spending. 
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6. More Research — $10 billion spent each year will pay off 


in more jobs, better living, whole new industries. 


7. More Needs—In the next few years we will need more 
than $500 billion worth of schools, highways, homes, dura- 
ble equipment. Meeting these needs will create new oppor- 
tunities for everyone. 


Add them up and you have the makings of an- 
other big upswing. Wise planners, builders and 
buyers will act now to get ready for it. 


FREE! Send for this new 24-page illustrated 
booklet, “Your Great Future in a Growing ‘sae 

® or ° Great Future 
America.” Every American should know these rans 
facts. Drop a post card today to: THE ADVER- 
TISING COUNCIL, Box 10, Midtown Station, 
New York 18, N. Y. 





Your 


Growing America 
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NOW —a better easel | 


for PRESENTATIONS | 
| CONFERENCES l 
i SALES MEETINGS | 
| and many other | uses | 


2 en kan, Ba . 






Sturdy aluminum ‘easel stands firm and 
steady. Mounts pads, sheets, cards, flip- 
overs on 27” x 36” work surface. 

3 


versatile 


. 


Work sitting or standing. Easel adjusts 
easily to any height up to 72”, with auto- 
matic position hold. No tools needed. 


light Cc 





Pr eee 


Closes quickly and easily to 29” x 45”. 
Light weight (less than 12 Ibs.), easy to 
carry, set up anywhere in seconds. Desk 
model also available. 


Send coupon for 
illustrated brochure 
— a oe eee eee eee oe 
CHART-PAK, INC. 
536 River Road, Leeds, Mass. ~~ | 
Please send brochure and full details of | 
Chart-Pak Easel, 





Namecssesesccccscccccccvecscccsecccsvccscccccccsoes 
Title .....ccscccccccccccecccqeccesescccsseccscccsevees | 
Company cevveererseseeeseeeseeeseseseseeeeneeeenes | 
UMN DETS 5, hc-\asakv ach essyesasncsnabecsesatcecboss 
City --seecereereereereevees Zone :+-++++ State .----- J 
ens Ne NER 


(For more information, see last page) 
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thought starters 


Thought Starters deal with 
The editor invites contributions—which are paid for at our normal space rates. 


PLANT 


Moving time halved 
with mobile crane 


Moving a battery of nine offset 
presses from the first to second 
floor was a real problem in logistics 
at the Royal McBee plant. Total 
distance of the move was only 150 
vards. However, low ceilings, 
cramped aisles and lack of over- 
head crane facilities almost forced 
dismantling or roller skid proced- 
ures. 

Then someone thought of using 
an inexpensive, mobile hydraulic 
crane made by the neighboring 
Ruger Equipment Co. 

Original estimated moving time 
for the heavy, sensitive presses was 
four or five days. With the mobile 
crane, the move took just a day 
and a half. In addition, there was 


| a saving in labor and downtime. 


| 


OFFICE MACHINES 


Manual typewriter has 
proportional spacing 


Graphika is a new manual type- 
writer that provides both propor- 
tioned letter spacing and justified 
right-hand margins, as on the print- 
ed page. 

Priced 
is being 
Corp. 

Unlike other manual typewriters, 
the Graphika automatically allots 
space according to the width of 
each individual letter. Use of a 
special two-section space bar and 
an expander lever justifies right 
hand margins whenever desired. 

In physical appearance, the 
Graphika is virtually identical with 
the Olivetti Lexikon typewriter. 

For more data, circle number 628 
on the Reader Service Card. 


VISUAL AID 


Portable 16mm projector 
has large screen 


at $275, the new machine 
marketed by Olivetti 


A Two-in-One 16mm sound mo- 
tion picture projector, for both rear 





“practical solutions to administrative problems.” 


and conventional projection, is an- 
nounced by Triangle Projectors, 
Ine. 

The new unit has a built-in 18 
by 13-inch screen (equivalent to a 
21-inch TV screen). It affords an 
unusually wide viewing angle and 





Projector has self-contained screen. 


a sharp image. Black shielding on 
all four sides of the light beam re- 
sults in better picture contrast, 
even in a fully-lighted room. 

The projector incorporates a Bell 
& Howell Filmosound 385 optical 
sound 16mm mechanism and 15 
watt amplifier. The machine will 
accommodate 2,000-foot reels. 

The luggage-type case which 
houses the entire unit measures 18 
inches high, 10 inches deep and 
25 inches long. Price of the Two- 
in-One projector is $698.50 com- 
plete. 

For more information, circle num- 
ber 629 on the Reader Service Card. 


COMMUNICATION 


New burglar alarm 
is an eavesdropper 


Newest wrinkle in burgler alarm 
systems is cutting night watchmen 
costs for some British firms while 
increasing the protection of their 
plants. 

The system, developed by Com- 
munication Systems Ltd. of Lon- 
don, simply consists of a series of 
super-sensitive microphones, stra- 
tegically located and connected to 
a loudspeaker at a central guard 
location. Sounds of an intruder are 
relayed loudly to the guard who 
can pinpoint the trouble by a 
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switching device which indicates 
which mike is picking up the sound. 

A similar system, developed in 
the U.S. by the Bogen Co., has been 
adopted by some school systems. It 
sets off an alarm when the sound 
in the empty school rises above a 
pre-determined level. 

For more details, circle number 626 
on the Reader Service Card. 


EMPLOYEE RELATIONS 


Noise in office 
costly to companies 


Office workers, according to a 
Colgate University study, spend al- 
most a fifth of their working day 
fighting noise, or trying to ignore it. 
Multiplied by all U.S. businesses, 
this amounts to considerable waste 
and inefficiency. 

Just to prove the point, one major 
firm was able to reduce errors com- 
mitted by business machine opera- 
tors simply by cutting down noise 
in the office. In a Columbua Uni- 
versity experiment, errors among 
stenographers dropped 63% when 
an office was equipped completely 
with noiseless typewriters. 

Noise, the Colgate study found, 
actually dulls and slackens thought 
processes, makes people irritable, 
affects their judgment, interferes 
with precision of action. 

Soundproofing offices is one ob- 
vious answer, and the use of rugs 
and drapes will squelch noise sub- 
stantially. Here are a few other 
noise-curbing tips that can visibly 
increase the efficiency of your office 
staff. 

The human voice can be a noisy 
irritant. The next time you are about 
to emerge from your office to issue 
lengthy remarks to a subordinate, 
send a memo instead. It will save 
you steps, too. Tone down tele- 
phone bells in offices where several 
people work together, and put si- 
lencers on mouthpieces if the room 
holds many busy phones. Noisy 
typewriters can be quieted by sim- 
ply replacing worn out ribbons. 
Nothing jars nerves like a slamming 
door, a matter easily corrected with 
a mechanical doorcheck. Noises 
that can’t be stopped, your office 
staff can block. New ear plugs elim- 
inate background noise but allow 
the wearer to hear normal conver- 
sation. 
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DANGER SIGN: check 


your postal scale, now! 





When your mail scale underweighs, your letter 
arrives “‘Postage Due” (and usually late), and your 
addressee, who may be a valued customer, has to pay 
3¢. Nobody—but nobody—likes that! 

Why lose respect and good will? Why not replace 
your old-fashioned scale with a precision Pitney-Bowes 


Mailing Scale? 





TRY THE SILVER DOLLAR TEST! 
A silver dollar weighs 15/16 ounce. If 


your scale reads an even ounce or more, 
you are too often overpaying and wasting 
postage (as much as $100 a year on 12 
letters a day!) If it reads markedly /ess 


than an ounce, you are underpaying post- “ 


age, and hurting yourself, as shown above. 











Pitney-Bowes offers a complete line of six mailing 
scales for every office, even the smallest. Included is 
a shipping room scale for parcel post up to 70 Ibs. 
Ask your nearest PB office for a demonstration—or 
send the coupon for free illustrated booklet. 


FREE: Handy desk or wall chart of Postal Rates, 
with parcel post map and zone finder. 


PITNEY-BowEs Mailing Scales 


Made by the originator of the postage meter 
.. offices in 107 cities in U.S. and Canada. 


Model 4900 for the small 
Office has convenient 
postage 
~# computer. 






peo. tee 


PITNEY-BOWES, INC. , 
J 4596 Walnut St., Stamford, Conn. 


| Send free booklet ( postal rate chart (] | 


| Name | 








(For more information, see last page) 
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Time Will 
Tell... 


The old gentleman knows a good 
permanent record paper when he 
sees one. For the surest test of the 
value of such paper is TIME itself. 
Then, of course, comes the ability to 
take repeated erasures, rewriting 
and hard handling. 

It takes the finest of new white cotton 
fibers combined with skillful un- 
hurried techniques in converting them 
into paper to produce those qualities, 
inherent in 


L.L. BROWN’S 
LINEN LEDGER 


EXTRA #1 
100% new white cotton fiber 


This superior record paper has won 
its reputation on all counts in actual 
usage over the years in county and 
city offices where records must be 
enduring. 


LEDGER & RECORD 








L.L.BROWN 
| PAPERS |: 








Since 1849 
Adams, Massachusetts 
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Multi-purpose rooms 


save space costs, boost efficiency 


_ Folding office furniture, in attractive design and modern 


materials, makes it possible to increase the use of offices 


that would otherwise be idle part of the time. Space costs 


go down, efficiency goes up. 


mms Multi - purpose 
rooms have long been used as a 
space-saving device in _ public 
schools, an economy effort de- 
signed to wring the most from a 
given area of space. 

Businesses can apply the prac- 
tice, too, as many have, to reduce 
operating expenses, meet the con- 
stant need for more floor space, 
and increase over-all operating ef- 
ficiency. 

Multi-purpose rooms are, in fact, 
a standard fixture in such com- 
panies as Socony-Mobil Oil Co., 
Universal Atlas Cement Co., and 
the American Management Asso- 
ciation. 

Key to office flexibility is, of 
course, flexible furnishings. Fold- 
ing furniture and even walls make 
one room suitable for such varied 
uses as meetings, conferences, class- 
es, film showings and libraries. In 
many instances, audio-visual aids 
are part of the room’s basic con- 
struction. Tables that can be fold- 
ed and stored compactly enable a 
company to convert a conference 
room into a small auditorium in a 
matter of minutes. 


Modern Design 

A number of office furniture 
manufacturers, aware of this need 
for multi-purpose rooms, and the 
growing trend toward them, have 
kept pace with the generally im- 
proved design of office interiors. 


| Much of this folding equipment 


has the appearance of fine office 
furniture, attractive and practical 
with surface of Formica or Micarta. 


Universal Atlas Cement Co.'s of- 
fices offer a good example of just 
how flexible and efficient a multi- 
purpose room can be. Completely 
equipped with folding chairs, ta- 
bles and partitions, plus built-in 
film projection booth, Atlas’ multi- 
purpose room also houses the firm’s 
library and a librarian. When the 
room is in use for meetings, the 
books are concealed behind dra- 
peries and a collapsible partition 
segregates the librarian. 


Quick Conversion 

The room can be converted from 
conference to classroom use by 
merely regrouping the furniture. 
When a talk is to be given, or a 
film shown, the tables are neatly 
folded, stacked on a small hand 
truck and stored in a floor-level 
closet beneath the projection booth. 
All its folding furniture was pro- 
vided by Howe Furniture Inc., of 
New York. 

Because the transition from one 
use to another is made so rapidly, 
Universal Atlas personnel use the 
room constantly throughout the 
day for a variety of group func- 
tions. And it still serves as the li- 
brary, which is as busy as ever, 
thanks to the folding partitions and 
draperies. 

Alwyn W. Ogden. Universal At- 
las office manager, says the multi- 
purpose use of a room that had 
once been only a library has con- 
siderably decreased space costs, 
increased space usage, improved 
training effectiveness and general 
operating efficiency. m/m 


MANAGEMENT METHODS 


































Folding furniture readies Atlas 
multi-use room for conference. 














Tables, legs folded, are stored 
in closet under projector booth. 
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Here’s what it takes 


New Tempo Base—Trim style; 
widespread stability. Vinyl! scuff 
boots absorb wear. 


to make a 
TOP FLIGHT Ns 
OFFICE CHAIR iS g —_ 


First you combine modern lines with the A > 


kind of comfort you’d expect only in your 
easy chair at home. You use Harter’s cor- 
rect posture design that avoids fatigue. 
You insist on top quality materials 
throughout. Finally, you add manufactur- 
ing know-how and inspired engineering 
indicated by the illustrations on the right. 


Spin-Easy Chair Height Ad- 
justment—No skinned knuckles 
er soifed hands. 





Conference room can be changed 
into theater on moment's notice. 



















Do all these and you’ll have a chair like 
the new Harter Tempo. But it’s so much 
easier to call in your nearest Harter dealer. 














Write today for new Tempo four-color Silinicn teaesilalit Chiat 


literature and we’ll send you his name. Swept-back legs contact base- 
board before back touches wall. 









Harter Corporation,606 Prairie St., Sturgis, Michigan 
In Canada: Harter Metal Furniture Ltd., Guelph, Ontario 
In Mexico: Muebles Briones, S.A., Mexico City, D.F. 


ann 





Al ARTE RR 


TEMPO SERIES 








Molded Foam Rubber Cush- 
ions — Cool, deepest at rear 
- bs where greatest weight is carried. 





(For more information, see last page) 
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NEW 
/ Instant 
® Electric 
Clearance 


‘ss NEW 
Customatic 
Key Control 


NOW...EvEN LOWER-COST NEW 
Eye-ease 


FIGURING WITH THE NEW aonoe 


omptometer 
ustomatic 


WITH NEW SPEED-UP FEATURES 


It's the cost per calculation that counts! The Customatic Comptometer’s famous 
features, augmented by new advancements, enable you to get more and better work 
done, at still less cost. 


New Customatic Key Control. Instantly sets to individual touch. Built-in floating 
action stops finger-fatigue. 


New Instant Electric Clearance. Touch the bar—dials are instantaneously cleared. 


New Eye-ease colors—and all the other famous Comptometer features: Accuracy 
Key—insures complete registration; giant-size, easy-to-read numerals; Direct-Action 
Keys for speedy answers (no intermediate operations); and many others for greatest 
operating ease, economy and time-saving efficiency. 


Let us prove this in your office FREE. 


Now lease any Comptometer business machine on a nationwide leasing plan through 
Comptometer offices. 










~ —— oe 3 BETTER PROD \ Ts 
oOmptome Ler DrPOCratiOn / »o eerter BUSINESS 


COMPTOMETER CORPORATION 
1712N. Paulina St, Chicago 22, Illinois 


C) Arrange free office trial for me on: 
] Send me literature on: 
C) Comptometer Customatic 
Comptometer Comptograph “220M” 
} Comptometer Commander 














Name 
Firm 
Comptometer Comptograph “220M"— Comptometer Commander —Insures ac- 
with new multiplication key—more curacy in dictation. Lifetime Mag- Address 
features than any other 10-key netic belt saves far more than ma- 
listing machine. Mail coupon. chine costs. Try it today, FREE. City Zone___State 








(For more information, see last page) 
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REPEATING 


Digital tape splicer 
needs no adhesive 


An automatic electric splicer 
capable of fusing digital tapes, 
paper, magnetic films and tapes 
has been developed by Presto- 
seal Manufacturing Corp. 

The splicer operates by com- 
bining heat and pressure and 
does not require cement, adhe- 
sives or glue. Paper tape is com- 
pressed to less than double 
thickness, and acetate or mylar 
tapes can be butt-joined, all in 
slightly less than three seconds. 


For more data, circle number 
604 on the Reader Service Card. 


New high-speed counter 
features storage read-out 





Development of a_ higher 
speed electronic counter known 
as the Optimeter (occurrences 
per time interval meter) has 
been announced by the Bur- 
roughs Corp. It is especially 
adaptable for machine and nu- 
clear reactor control, automa- 
tion and telemetering. 

The Optimeter counts, sam- 
ples, stores and provides a 
working output without the 
need to stop the count to sam- 
ple, and with no loss of time 
between samples. Data is trans- 
ferred from the counter to a 
storage output in less than 50 
microseconds, while the counter 
resets automatically to accept 
the next sample. The storage 
output continuously displays the 
last count sampled. 


For more data, circle number 
603 on the Reader Service Card. 


Simulators help convert 
for increased EDP needs 


A pair of “mathematical mim- 
ics” will help computer users 
to graduate to more powerful 
electronic data processing sys- 
tems as workloads increase. 

Called Simulators, the printed 
operational guides have been de- 
veloped by Burroughs Corp.'s 
ElectroData Division for use 
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with the Datatron 220 and 205 
computing systems. 

One of the simulators makes 
possible the testing of a program 
for Burroughs 220 computer on 
the smaller Datatron 205. Thus 
the 220 program can be written 
and “debugged” well in advance 
of actual delivery. When the 
new system is installed, its pro- 
grams have been pre-tested and 
are ready for operational duties. 

The second simulator permits 
many programs written for a 
smaller, competitive computer to 
be fed to Datatron 220 without 
rewriting. In imitating this smal- 
ler computer on the 220, 
punched cards are accepted and 
output produced in exactly the 
same manner as the smaller 
computer would handle it. 

Increased volumes of business 
or scientific data created by the 
users growth often require a 
progression from smaller to 
more powerful computers. Simu- 
lation, through its automatic 
comparison of computer effi- 
ciencies, can be an important 
factor in the decision to take 
such a step. 
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Your Filing Methods 








st as Your Machines? _ 





IRAN VISIBLE | 








speeds the availability of 
source material 

provides accessible filing 
of the products of 


AUTOMATION 








For more data, circle number 
611 on the Reader Service Card. 





Computer savings 
come with planning 

















The ranks of firms reaping 
savings with computer systems 
continues to grow. On the other 
hand, a new survey shows that 
a sizeable percentage of busi- 
ness and industrial companies, 
both large and small, have ob- 
tained only insignificant savings, 
or none at all, from their in- 
vestments in electronics. 

Among the companies that 
have achieved considerable sav- 


Electronic machines produce punched cards and 
tapes at astounding speed. Once punched many 
become permanent records to be used over and 
over again. Acme Visible Records and equip- 
ment provide for filing and fast finding, with 
SEEABLE indexing that speeds the handling. of 
this material to keep pace with the machines. 


ACME VISIBLE RECORDS, INC. 
Crozet, Virginia 








' : . District Offices and Representatives 
ings and increased efficiency by ba Helichaeil hice 
giant computer installations are : 
the Southern Railway System, eon ais Sone pba a iy oe ee 
Westinghouse, General Electric, EXPANDER CABINETS AC Is Seay Hey. Sreneh ving C-658 

/ - We are interested in filing 
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- + + you can improve it by 
using the right kind of paper. 
Millers Falls Bond paper has 
been helping successful busi- 
nesses for years. Sparkling 
white, with the look and feel of 
quality, Millers Falls Bond is 
both practical and impressive. 
Use it for correspondence, 
orders and invoices, direct mail 
advertising. Don’t just buy 
paper; buy the best! 
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ambitious program, now handles 
all customer paperwork to re- 
duce order processing time 
from a week or 10 days to less 
than 24 hours. Although com- 
puters have thus far been adapt- 
ed generally to a “bits and 
pieces” program, Carborundum 
will have a completely inte- 
grated system within the next 
six years, its computers han- 
dling everything from orders to 
financial reports. 

Southern Railway claims its 
computer saved $850,000 in cler- 
ical costs during the first year, 
expects the savings to increase 
to $1.5 million in another year. 
Pan American says its compu- 
ter began paying for itself im- 
mediately. The airline picked 
up some $350,000 in interest by 
being able to process bills to 
airline clearing houses in two 
days, instead of two weeks. 

GE, with one of the biggest 
systems (using 11 giant com- 
puters and 29 of medium ca- 
pacity), says savings began two 
years following _ installation. 
Westinghouse’s Univac, which it 
rents for $400,000 a year, paid 
for itself in eight months, the 
company says. Minnesota Life 
paid $400,000 for a computer, 
expects to pay it off in four 
years through operational sav- 
ings, and to gain net savings in 
excess of $1 million over a 10- 
year period. 

However, a survey of 3,500 
companies, made by John Die- 
bold and Associates, New York 
management consultants, reveals 
that not everybody is happy with 
electronic data processing, espe- 
cially those who rely solely on 
clerical savings. Of 300 firms 
surveyed, 72% said their savings 
amounted to less than $5,000 a 
month with which to amortize 
the investment and provide a 
profit. Of the large computer 
users, 47% said there had been 
little or no savings. Similar ex- 
periences were reported by 58% 
of medium size computer users, 
65% of small computer users. 

At the same time, the survey 
showed that 35% of the big com- 
puter users were saving more 
than $50,000 a month. The dif- 
ference appeared to be _ in 
whether or not the program was 
managed correctly. 
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Site selection 


| (Continued from page 56) 


| of money to sell a site, you would 
_do well to find out the reason. 


Clearly, industrial site selection is 
a tall order. While you must make 





the final decision, you cannot be | 
expected to gather and evaluate | 
all the technical information nec- | 
essary for this decision. Without | 
training and experience in site en- | 
gineering, you would be taking | 
grave risks in even attempting to | 


do so. A qualified site engineer 
can save you both time and risk. 

You owe it to yourself and your 
company to be as well informed as 
possible about a site before se- 
lecting or refusing it. If you look 


over, under and around it, if you | 


look into the future and call on a 
specialist—you will be. 





How to decide where 


_ to put your house 


If you are looking for a new site for 
a home as well as a plant, Author A. 
Carl Stelling offers these pointers, 
carried recently in an Associated Press 
feature story: 

Pick a home site in or near an estab- 
community that has aged 
gracefully and whose future is thus 
reasonably secure. 


Determine what municipal facilities | 


| apply to the site, keeping in mind that 
| those not currently existing may be the 
| basis for future assessments. 


Check the taxes and zoning, or lack 
of it on the potential site. Find out from 
the local planning board or your at- 
torney if new schools, or other locally- 
financed improvements, are planned. 

In evaluating the size of a lot, think 
in terms of usable space as well as 
total area. 

In evaluating the shape of a site, 
remember that the primary function of 


| the lot’s frontage is to provide access 


to the road. 

Avoid sites which are below the 
level of surrounding streets. 

Always be wary of water on or near 
a site. 

Think twice before paying a pre- 
mium price for a corner lot. The pres- 
tige seldom justifies the cost. Traffic 
noise and headlight glare come from 


_ two sides instead of one, and privacy 
| is reduced. 
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How to cut your costs (Continued from page 45) 








“Millions are poured down rat holes to research unprofitable products.” Richard Coveney 


maintenance people, for example. In 
most cases, it’s usually not found to be 
too difficult for two executives to dou- 
ble up on a secretary. Companies have 
begun looking into the costs of status 
symbols and prestige items. 


Q. Well, what are some _ other 
things companies can do to cut 
costs? 


COVENEY: It often pays to look at 
training programs. Most formal train- 
ing programs are costly. They not only 
consume the time of the man being 
trained; they also consume the time of 
supervisory and management person- 
nel as the man moves around from de- 
partment to department, for example. 
There’s often a good deal of wasted 
motion involved. It may be advisable 
to take the man out of his training 
program, put him to work and let him 
learn by doing. He’s probably sick of 
being trained and would rather be 
working anyway. I’m certainly not 
against training programs when they 
are good ones, but if the program is not 
a good one, you might as well release 
the trainees from it, particularly dur- 
ing a time of economic pinch. 


Q. What about cost cutting in the 
research department? 


COVENEY: Yes, that’s often a highly po- 
tential place to look for economy. 
There are millions of dollars being 
poured down rat holes by companies 
researching products they are never 
going to be able to sell profitably. 
Most people are familiar with this 
common pattern: A research man with 
his head in the clouds asks manage- 
ment for an appropriation of $50,000 
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so he can develop a revolutionary new 
gizmo. Management doesn’t want to 
step on his toes too much or cramp his 
creative thinking, so he gets the money 
and the green light. Five years later, 
he does indeed come up with a revolu- 
tionary new gizmo. Having invested 
all this time and money in the project, 
the company then sets about to study 
the market—and probably finds that 
there is no market. The net result is a 
huge investment that makes no con- 
tribution to profits. This same kind of 
thing happens repeatedly in compan- 
ies of all kinds, large and small. 


Q. What would you recommend as 
a means of keeping the research 
program aimed in a profitable direc- 
tion? 


COVENEY: The first thing to do is to 
take a look at the research agenda. 
You may find that the research people 
are actually working on a dozen dif- 
ferent projects now and that they have 
a dozen others on the shelf that they 
are worrying about but not really do- 
ing much about now. The job is to 
weed out those projects, both active 
and inactive, that don’t make eco- 
nomic sense. 

Another thing to do is to get the 
market research man into the picture 
in the beginning, when the technical 
man first comes up with his idea for a 
new gizmo. The market for the pro- 
posed new product should be studied 
then, in the beginning, not after vast 
amounts of time and money have been 
dumped into it. 


Q. If you were the president of a 
company whose costs were: rising 


and profits were slipping, are there 
any other corrective actions you'd 
take? 

COVENEY: Yes, if I had some money, 
I would look around for problem 
companies to acquire. Right now, com- 
panies are at a bargain in many cases. 
I'd look specifically for companies that 
were in trouble for reasons that I 
could pin down and _ identify—prob- 
lems that I was in a position to fix. 
Let’s take the classic example of the 
hundreds of small electronic compan- 
ies that have sprung up in the last 
few years, founded by scientists. I’m 
using this only as an example—I'm not 
saying I'd seek out electronic compan- 
ies specifically. Now, the scientists 
who have founded and now head these 
companies may be terrific as far as 
science goes, but they may not have 
the vaguest idea of how to “shuffle 
the papers.” Many companies get into 
trouble for the very common reason 
that their managements don’t know 
how to manage. 


Q. Or because they don’t have the 
capital to put into production the 
new products they have developed? 


COVENEY: Yes, or perhaps because 
they don’t know how to sell. There are 
a number of naive technical or produc- 
tion people heading companies who 
think that once they have invented or 
produced something, people will buy 
it. 

Now, if I were the president of a 
company with a particularly good 
sales organization, I'd look for a com- 
pany that had a product similar to my 
own and that was in trouble because 
of inability to sell. If I had a particu- 
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larly good production organization, 
I'd look for companies that had pro- 
duction problems. In other words, I’d 
look for companies with identifiable 
problems that I knew I could fix. This 
presupposes, of course, a certain logi- 
cal connection between the two busi- 
nesses. If I make turret lathes, and the 
other company makes cotter pins it’s 
unlikely that I could fix its problems. 


Q. Getting back specifically to the 
more common methods of cost cut- 
ting, Mr. Coveney, do you feel there 
is any specific area of company op- 
eration where management is most 
likely to find an accumulation of fat? 


COVENEY: No, I think it’s necessary to 
examine the whole and trim out fat 
wherever it is found. I do believe, how- 
ever, that the general tendency is for 
fat to accumulate in the form of un- 
necessary salaries. Up until now it has 
been possible to look at a man and say, 
“Well, he isn’t very much use to us, 
but he is a nice fellow and we may as 
well keep him on.” Now, companies 
are looking at these same people again 
and deciding that they cannot afford 
to keep them on. I think most com- 
panies are taking this attitude today, 
whether or not they are hit directly by 
the recession. It certainly pays to make 
an evaluation of personnel from time 


to time, particularly staff personnel. 
You may find that people were hired 
to do one job, but that the job they are 
doing is not what they are supposed to 
be doing at all. You might find that six 
people are contenting themselves with 
the work that one good person could 
handle alone. Or you may find that the 
six people are doing a job that is of 
little or no value at all—preparing re- 
ports, for example, that are merely 
duplicating reports that are being pre- 
pared elsewhere. You may find that an 
army of assistants has been built up 
over the years—assistant superintend- 
ent, assistant quality control manager, 
assistant production control manager, 
and so on. The assistants may be ex- 
pensive and unnecessary, particularly 
in a time when the company is operat- 
ing at decreased capacity. 


Q. Are you saying, then, that one of 
the most fruitful methods of cost 
cutting is through the elimination 
of personnel? 


COVENEY: I am not in favor of elimi- 
nating good people just because we're 
faced with hard times. But I do feel 
that the band of fat that companies 
have accumulated over the past few 
years is represented largely in salaries 
of people hired to do useless operations 
and provide useless management. 


Eugene Mapel discusses: the danger in cutting staff personnel 
why paperwork systems are usually over-grown . . . when 


research cuts are risky 


Q. It has been said that eliminating 
unnecessary personnel, particularly 
staff personnel, is an effective way 
to successfully cut costs. Do you 
agree? 


MAPEL: Not entirely. I think that in 
the competitive period we are in now 
and that lies ahead, supporting staff 
may be the last place a company 
should cut. One reason for this is that 
forward planning is more essential now 
than ever. Rather than cutting staff ad- 
ministrative people, it would seem to 
make more sense to me to cut out line 
people. Your staff people may be pro- 
tecting the future of your company. 


Q. What is another way to cut 
costs? 


MAPEL: Quite often you will find econ- 
omies in the field of paperwork and 
procedures. It’s no secret that most 
companies’ work systems have a tend- 
ency to grow like Topsy. If a company 
re-evaluates its paperwork procedures, 
simplifies, tightens and shakes out the 
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waste, you not only get the dollar 
economy, but you end up with better 
systems and procedures as well. 


Q. What about looking for econo- 
mies in the field of research and de- 
velopment? 


MAPEL: As with selling expenses, it 
may be advisable for a company in 
tough times to spend more on product 
research and development instead of 
trying to cut back in this area. Particu- 
larly in tough times, you can’t sell un- 
less you have good products to put on 
the market—good competitive prod- 
ucts. On the other hand, if you have 
such products available to meet the 
needs and the desires of the market, as 
the market has been forecast for the 
next five or 10 years, you are probably 
better advised to concentrate your ef- 
forts on the effectiveness of selling ef- 
fort rather than on research and devel- 
opment. You just can’t get away from 
the fact that it’s the way the company 
sells that determines its future. 
(Continued on page 79) 





“In tough times . . . 
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the research laboratories of The National 
Cash Register Company, an amazing paper 
has been perfected that makes perfect copies 
of requisitions, invoices, sales slips or any 
of hundreds of business applications where 
clear, clean copies are required. 
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ball-point pen or pencil and eight or more 
with a business machine or electric type- 
writer. Because it requires no carbon in- 
serts, NCR Paper is a great time-saver and 
smudging of copies and fingers is eliminated. 

It’s so simple to use too. Just put together 
several forms that have been printed on 
NCR Paper—insert them in a business ma- 
chine or typewriter and the copies come out 
clear, clean and easy to read. 


(For more information, see last page) 





Your forms can be printed on NCR Paper 
by your present forms supplier. The cost 
is much lower than you think and you'll 
be pleased by the way NCR Paper pro- 
duces clearer, cleaner copies. Phone your 
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supplier today and ask about 
age your forms printed on 
ICR Paper. 
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“Cost cutting that is not planned will 
probably hobble a company for years.” 


Bruce Payne 


Bruce Payne discusses: iow today’s cost cutting relates to your 


long range goals . 
cost cutting program 


Q. Mr. Payne, what do you feel is 
generally the best approach a com- 
pany can take to cost cutting? 


PAYNE: There is only one really sound 
approach and that is to do it on a 
planned basis. Cost cutting that is not 
planned carefully will probably hobble 
a company for a number of years in 
reaching its long range goals. In a short 
term recessional period as the present, 
most companies cannot afford to lose 
their momentum. This is a time when 
they actually need this momentum 
most. That’s why a negative approach 
to cost cutting is so damaging. It’s 
significant that many companies must 
continue to grow at an even faster rate 
now in order to prepare for the pres- 
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the importance of the human element in a 


sure and demand for their products 
that is sure to come in the near future. 


Q. What principles do you consider 
to be paramount in applying this 
positive type of cost cutting? 


PAYNE: If you are going to have suc- 
cessful cost cutting, it’s paramount 
that you have planned long range 
goals at which to aim your efforts. An- 
other basic point is that cost cutting 
must be done in an analytical way, 
rather than by indiscriminate cutting. 
Cost cutting must be done scientifically 
and it must take into consideration 
the individuals who are involved. If 
you leave out the human element, cost 
cutting just won't work. Along each 
step of the way in a cost cutting pro- 





gram, prominent attention must be 
given to the people who will imple- 
ment the program. 

Finally, cost cutting must be done 
in the light of each company’s own in- 
dividual corporate framework and cor- 
porate personality. Because every com- 
pany is different, its approach to cost 
cutting must be slightly different. Each 
company develops its own specific ap- 
proach through detailed and thought- 
ful analysis and planning. This analysis 
and planning is management’s job—a 
key job. 


John Patton discusses: how higher wages can often cut costs 
why many production incentive plans deteriorate and why 


they fail 


Q. Mr. Patton, as a management 
engineer, what areas of business do 
you feel are most fruitful when 
management is looking for ways to 
cut costs and improve profits? 


PATTON: The key to cost cutting is get- 
ting a fair day’s work from your people. 
Now this may mean taking a look at 
your wage and compensation program. 
Paradoxically, it’s been proven that 
those companies in each industry that 
provide the highest take-home pay for 
their people are the companies that 
have the lowest costs. 


Q. You are saying that high wages 
result in low costs? 


PATTON: Let me explain. For average 
wages, you get average or normal pro- 
ductivity. This average or normal pro- 
ductivity is not very high. But when a 


company moves its wage scale above 
the level of its industry, some signifi- 
cant things happen. The company has 
an opportunity to select the best peo- 
ple in the area, in the industry, and 
thus doesn’t have the problem of gold- 
bricking, for example. With wages at 
a higher than average level, a job with 
the company becomes a plum, and ev- 
eryone in the industry wants to work 
there. As a result, the company can 
not only attract better people, but can 
expect more of its people. It can de- 
mand a fair day’s work, and get it. 


Q. Yes, but look what would hap- 
pen if everyone followed this rule. 


PATTON: Everyone is not going to fol- 
low this rule. It usually works out that 
just one or two companies in each field 
apply it. The smart thing to do is to be 
one of these companies. The extra dol- 
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lars each week you pay your workers 
is insignificant compared to the in- 
creased productivity you get. 


Q. What about production incen- 
tive programs? 


PATTON: Yes, correcting a deteriorated 
incentive plan is an excellent way to 
make big savings. Many of today’s in- 
centive programs are outmoded. They 
were good once but they aren’t good 
anymore. Most managements think 
that once a wage incentive program 
has been installed, their worries are 
over. Actually, their worries have just 
begun because any incentive plan that 
is neglected is certain to deteriorate. 
You've got to keep working with it all 
the time. 


Q. Would you recommend that a 
company establish an incentive pro- 
gram in its plant as a means of cut- 
ting costs? 

PATTON: Not unless the company is 
prepared to give the program the at- 
tention, work, and toil it deserves. I say 
don’t go into it unless you're prepared 
to go all out, and make it a new way of 
life. Now, if a company is prepared to 











































“An incentive plan that is neglected will deteriorate. You've 
got to keep working with it all the time.” 


John Patton 


do this and does establish a sound 
plant incentive program, the return can 
be tremendous. The company will get 
lower costs and higher productivity be- 
cause it will be getting a fair day’s 
work. Furthermore, because its em- 
ployees will probably be able to earn 
more than they could in other com- 
panies in the industry, the company 
with a wage incentive program can at- 
tract and hold the best employees. 


Q. What do you feel are the most 
effective kinds of incentives for di- 
rect labor? 


PATTON: You get best results—the best 
return for the company and for the 
employee—when the program is de- 
signed so that each individual worker 
has an opportunity to strongly effect 
his own individual income. In analyz- 
ing an incentive plan, you ask yourself 
—Does this put the man in business for 
himself? 

In every case, of course, it’s not pos- 
sible to base a man’s incentive pay on 
his individual efforts alone. For exam- 
ple, you may have five or six men 
working together as a group; you have 
to measure their combined efforts 


“The measure of a manager is whether 
he can tell the difference between 
the important and unimportant.” 


Patton 











































rather than their individual efforts. 


Q. Why do so many incentive plans 
fail? 

PATTON: In 90% of the cases the failure 
is due to poor foremen, or poor fore- 
man training. When an incentive plan 
is installed in a plant, foreman training 
is absolutely essential. Despite the 
fact that the foreman is the key to suc- 
cess, however, many companies over- 
look this need for training. So what 
happens? The foreman, who has prob- 
ably come up from the bench himself, 
identifies with the workers, rather than 
with management. In many cases, 
members of the work group are his 
personal friends. Thus, when a ques- 
tion comes up regarding work stand- 
ards or how an individual dispute 
should be solved, the foreman is nat- 
urally inclined to think in terms of the 
extra income it may involve for his 
men, and so he is inclined to lean in 
their direction in giving his recom- 
mendation, so that he continues to look 
good in their eyes. He doesn’t realize 
the harm he is doing to the incentive 
plan by these small compromises, and 
he doesn’t realize that enough small 
compromises eventually wreck an in- 
centive plan, and may even put the 
company out of business. 


Q. As a final question, when a com- 
pany is caught in the cost-profits 
squeeze, is it a reasonable approach 
to cut costs across the board? 


PATTON: No, you can’t cut costs by 
edict. You have to find out where the 
money is. That job of finding out 
means separating the important from 
the unimportant. And that’s the meas- 
ure of a manager—whether he knows 
the important from the unimportant. 
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THIS NATIONAL CASH REGISTER provides 
complete cash 


and inventory control. 








NATIONAL ACCOUNTING MACHINES are easy to use, making it 
easier for C. S. Hammond and Co. to train new employees. 


“Our Clational —— 
saves us (100 ayear... 


pays for itself every 11 months!”’—c.s. Hammond and Co., Moplewood, N. J. 


“‘We use a National System to han- 
dle all of our accounting work,’ 
writes C. D. Hammond, President of 
C. S. Hammond and Co. “Our Na- 
tional Bookkeeping Machines have 
greatly increased the efficiency of 
our operation, thereby making an 
important reduction in our operat- 
ing costs. 

‘“‘And we use a National Cash 
Register in our New York retail 
store, too. We find that customers 
are pleased by the printed, itemized 


receipts issued by our National. We 
like the protection it gives us by au- 
tomatically recording each transac- 
tion — cash or charge. 

“Our overall National System 
makes great savings for us in time 
and in money. In fact our Nationals 
save us $7,100 a year, pay for them- 
selves every 11 months!” 


Catut Ss, Hamad 


President of C. S. Hammond and Co. 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 
HELPING BUSINESS SAVE MONEY 


(For more information, see preceding page) 


1039 OFFICES IN 121 COUNTRIES 





Cc. D. HAMMOND, President 
of C. S. Hammond and Co. 


Your business, too, can benefit from the 
increased efficiency and economy made 
possible by a National System. Nation- 
als pay for themselves quickly through 
savings, then continue to return a reg- 
ular yearly profit. For complete infor- 
mation, call your nearby National 
representative today. He’s 


listed in the yellow pages of oa® 
your phone book. 


“TRADE MARK REG. U.S. PAT. OFF. 


ACCOUNTING MACHINES 
ADDING MACHINES + CASH REGISTERS 
ncr paper (No Carson Required) 
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EXECUTIVE TECHNIPLAN 


This is the office of a successful man of action . . . the business 
living quarters of a man other men emulate, the executive who makes 
decisions. Here is elbow room, freedom of movement and thought 
in an efficiency-fashioned office untrammeled by tradition. This could 
be your home for business, custom-arranged to suit your own per- 
sonal needs and tastes. For this is Executive Techniplan. And it 
comes, of course, from Globe-Wernicke. 

Executive Techniplan is contemporary-styled modular office furni- 
ture... featuring color, comfort, and convenience in the light, modern 
tenor that only metal affords. It offers clean, functional work areas 





... ever-new and virtually maintenance free! Executive Techniplan is 
so completely flexible that literally hundreds of arrangements are 
possible. Components include varied-sized desks and auxiliary tops, 
drawer, cabinet, bookcase, and storage units. And arrangements are 
available in more than 240 different color harmonies ... making the 
sky only the start for color planning your business home. 
Acquaint yourself with Executive Techniplan today. Call your Globe- 
Wernicke Dealer.* No obligations, of course. Or, write us direct for 
a free colorfully illustrated brochure on Executive Techniplan, Dept. Fb 


*Dealers listed in Yellow Pages 
under ‘‘Office Furniture.’’ 
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Globe-Wernicke makes business a pleasure The Globe-Wernicke Co. ¢ Cincinnati 12, Ohio 


(For more information, see page 82) 














